Effects of interactive website features on approach responses towards an online apparel retailer by Jin, Hyun-Jeong
Retrospective Theses and Dissertations Iowa State University Capstones, Theses and Dissertations 
1-1-2001 
Effects of interactive website features on approach responses 
towards an online apparel retailer 
Hyun-Jeong Jin 
Iowa State University 
Follow this and additional works at: https://lib.dr.iastate.edu/rtd 
Recommended Citation 
Jin, Hyun-Jeong, "Effects of interactive website features on approach responses towards an online 
apparel retailer" (2001). Retrospective Theses and Dissertations. 21390. 
https://lib.dr.iastate.edu/rtd/21390 
This Dissertation is brought to you for free and open access by the Iowa State University Capstones, Theses and 
Dissertations at Iowa State University Digital Repository. It has been accepted for inclusion in Retrospective Theses 
and Dissertations by an authorized administrator of Iowa State University Digital Repository. For more information, 
please contact digirep@iastate.edu. 
Effects of interactive website features on approach responses 
towards an online apparel retailer 
by 
Hyun-Jeong Jin 
A thesis submitted to the graduate faculty 
in partial fulfillment of the requirements for the degree of 
MASTER OF SCIENCE 
Major: Textiles and Clothing 
Major Professor: Ann Marie Fiore 
Iowa State University 
Ames, Iowa 
2001 
Copyright© Hyun-Jeong Jin, 2001. All rights reserved 
11 
Graduate College 
Iowa State University 
This is to certify that the Master's thesis of 
Hyun-Jeong Jin 
has met the thesis requirements of Iowa State University 
Signatures have been redacted for privacy 
lll 
TABLE OF CONTENTS 
ABSTRACT Vll 
CHAPTER 1: INTRODUCTION 1 
CHAPTER 2: LITERATURE REVIEW 8 
CHAPTER3:METH0DS 29 
CHAPTER4:RESULTS 38 
CHAPTER 5: DISCUSSION AND IMPLICATIONS 64 
APPENDIX A: CONSENT FORM 74 
APPENDIX B: QUESTIONNAIRE 76 
APPENDIX C: PERMISSION TO USE AST II SCALE 92 




LIST OF TABLES 
Table 3.1 Twelve bipolar adjective pairs measuring affective responses 33 
Table 4.1 Characteristics of the participants 39 
Table 4.2 Reliabilities of measurements 40 
Table 4.3 Factor analysis for reasons to use the interactive website feature using 42 
varimax rotation with Kaiser normalization 
Table 4.4 Gender differences in recreational shopping orientation 43 
Table 4.5 Gender differences in previous experience with the Internet 44 
Table 4.6 Gender differences in previous attitude towards the Guess brand 45 
Table 4.7 Gender differences in affective responses 45 
Table 4.8 Gender differences in approach responses 46 
Table 4.9 Gender differences in reasons to use the interactive website feature 48 
Table 4.10 Gender difference in OSL 48 
Table 4.11 Correlation analysis between recreational shopping orientation and OSL 48 
Table 4.12 Correlation analysis between recreational shopping orientation and 50 
Stimulating Experience factor 
Table 4.13 Correlation analysis between recreational shopping orientation and 50 
Rational Decision factor 
Table 4.14 Correlation analysis between OSL and reasons to use the interactive 51 
website feature 
Table 4.15 Results of paired t-test for affective responses 52 
Table 4.16 Results of ANCOV A for affective responses 53 
Table 4.17 Results of paired t-test for approach responses 54 
V 
Table 4.18 Results of ANCOV A for approach responses 56 
Table 4.19 Regression analysis for the effect of the interactive website feature on 59 
affective responses 
Table 4.20 Regression analysis for the effect of the interactive website feature on 59 
approach responses 
Table 4.21 Results of regression analysis of approach responses 60 
VI 
LIST OF FIGURES 
Figure 2.1. The proposed model of research 25 
Figure 4.2 Results of regression analyses forming a new model between the interactive 63 
website feature, affective responses, and approach responses 
vii 
ABSTRACT 
The objectives of the present study were to examine 1) whether recreational shopping 
orientation and Optimum Stimulation Level (OSL) are related and 2) whether they affect the 
reasons for trying an interactive website feature of an online apparel retailer, 3) the impact of 
an interactive website feature on consumer affective responses (pleasure and arousal) and 
approach responses (global attitude, willingness to purchase, willingness to return to the 
website, willingness to spend more time shopping online than expected, willingness to go to 
the bricks-and-mortar store), and 4) the mediating role of the affective responses on the 
approach responses. 
Data were collected through a laboratory experiment with a total of I 03 participants. 
Pea:rson correlation analysis tested the relationship between variables: reasons to use 
interactive website feature, recreational shopping orientation and OSL. As hypothesized, the 
results revealed that there was a positive relationship between OSL and recreational shopping 
orientation. OSL and recreational shopping orientation were each positively correlated with 
trying interactive website features of the online apparel retailer for a stimulating experience, 
but not for facilitating product selection. 
A series of paired !-tests and ANCOV A were used to determine if significant 
differences existed between affective and approach responses before and after exposure to 
the interactive website feature. Both paired !-test and ANCOV A showed that there were 
statistically significant increases in pleasure and arousal after exposure to the interactive 
website feature. The result of both paired t-test and ANCOV A indicated that global attitude, 
willingness to spend more time shopping online, and willingness to go to a bricks-and-mortar 
store were significantly higher after exposure to interactive website features than before 
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exposure. ANCOV A did not support the significant t-test results for the effect of the 
interactive website feature on willingness to return to the website and willingness to 
purchase. Instead, the covariates were significant. Thus, the presence of the interactive 
website feature had some influence on approach responses (global attitude, willingness to 
spend more time, willingness to go to a bricks-and-mortar store). 
Multiple regression analysis indicated that global attitude was mediated by pleasure. 
Arousal was a significant predictor of willingness to go to a bricks-and-mortar store. 
However, affective responses did not explain willingness to purchase and willingness to 
spend more time shopping. Based on these findings, recommendations for retailers and 
future research are offered. 
CHAPTER 1: INTRODUCTION 
The Internet as a growing retail medium 
Retail environments have changed dramatically due to the development of the 
Internet (Strauss & Frost, 1999). The Internet has changed the way consumers shop and buy 
goods and services (Lohse, Bellman, & Johnson, 2000). For example, in the early 
developmental stage of the Internet, Internet users commonly employed the Internet to search 
for product information and compare prices of goods and services before purchasing in 
traditional bricks-and-mortar stores. Recently, increasing numbers of consumers are using 
the Internet as an actual buying venue, which has helped fuel the explosive growth of Internet 
businesses. 
Research institutions examining Internet retailing have predicted phenomenal growth 
in the number of Internet users (CommerceNet, 2000; Nielsen Media, 1999). According to 
CommerceNet (2000), approximately 259 million people in the world accessed the Internet 
in 1999. It was estimated that more than 765 million people would log onto the Internet by 
2005. In addition, rapid growth in future online sales has been predicted by various research 
institutions. For instance, consumers' online spending was predicted to rise to $108 billion 
by 2003, increasing from 7.8 billion in 1998 (Forrester Research, 1999). The amount of 
consumer spending on the Internet will increase continually along with growth in the number 
of Internet users (De Kare-Silver, 1999). However, recent downturns in the U.S. and world 
economies have tempered the rate of growth. 
Internet retailing is an example of non-store retailing. Generally, non-store retailing 
has been viewed to offer convenience to consumers rather than recreational benefits 
(Shamdasani & Yeow, 1995). Like other non-store retail formats ( e.g., catalog sales, TV 
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home-shopping), the most salient benefit of Internet shopping is convenience (Geissler & 
Zinkhan, 1998). Specifically, shopping via the Internet can eliminate traveling to the store 
and waiting in line to pay (Geissler & Zinkhan, 1998). Thus, it can minimize buying effort 
and increase the efficiency of procurement. Through the Internet, consumers can shop 24 
hours a day, seven days a week. 
The prices of some products and services sold through the Internet are lower than 
products from conventional retailers because Internet retailers can reduce prices by 
eliminating the costs associated with maintaining bricks-and-mortar facilities. These benefits 
( convenience and lower price) accelerated consumers' adoption of the Internet as a shopping 
medium. As more retailers have come online, merely selling products at a lower price 
becomes more difficult and may not be enough to entice and cause consumers to patronize. 
Potential strategies to attract online consumers may be drawn from research about 
conventional retail stores. According to research that investigated traditional bricks-and-
mortar retailers (Baker, Levy, & Grewal, 1992), the store atmosphere can create a hedonic 
shopping experience and is an important element of store image that improves perceptions 
and inferences about store features. Multisensory and experiential aspects of shopping 
fostered by store atmosphere ( e.g., the social factor of interactions with sales staff) enhanced 
attitude towards the store and increased the likelihood that shoppers would buy products 
(Baker et al., 1992). Unplanned purchases occurred as the result of sensory stimulation from 
the store atmosphere. 
Generally, shopping through a non-store retail medium has been said to lack 
experiential benefits. Whereas the focus has been on the convenience of the Internet, 
experiential aspects of Internet shopping may also affect consumer response to online 
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products and services. Some online retailers have tried to create value on their websites by 
providing experiential benefits such as entertainment and interactivity (De Kare-Silver, 
1999). With these entertaining and interactive features, online retailers may enhance 
experiential and recreational benefits of the shopping experience, just as store atmosphere 
does in bricks-and-mortar settings. 
To generate online traffic, websites should offer entertaining features according to De 
Kare-Silver (1999). Entertaining features can grab and hold the attention of online users. 
Devices that pique curiosity have been suggested to draw consumers to visit a commercial 
website (Raman, 1997). Visitors might have a hedonic experience due to pleasure and 
arousal from entertaining and curiosity-piquing features of the on line environment in the 
same manner as they enjoy store atmosphere in the traditional retail context. Affect such as 
pleasure and arousal may influence consumer approach responses towards a website, and 
ultimately influence purchase intention and store patronage behavior. As a consequence, 
stimulating features of the website may influence consumers' buying behavior; positive 
emotions evoked when consumers visit online stores may lead consumers to engage in 
favorable behavioral responses. 
Apparel retailing on the Internet 
As the Internet has become popular as a means of buying and selling, apparel firms 
have increasingly become involved in Internet retailing. Apparel retailers and even 
manufacturers are flocking to the Internet. Currently, apparel retailers from upscale designer 
boutiques to mass merchants have websites that provide company information and promote 
their products. Retailers who acquired most of their sales through catalog retailing ( e.g., 
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Lands' End, L.L. Bean, Eddie Bauer and J. Crew) are now embracing the Internet and 
experiencing soaring sales volumes. For example, Land's End, which launched their online 
store in 1995, and is considered the leading online apparel retailer, generated an online sales 
volume of $61 million in 1999, tripling its $18 million in 1998 (Welling, 2000). 
According to NPD, Inc. (2000), a marketing research firm investigating industry 
trends, online sales of apparel were estimated at $1.1 billion in 1999. Sales volume of 
apparel roughly doubled between 1998 and 1999 and apparel was predicted to be one of the 
fastest growing product categories selling via the Internet. Apparel and footwear ranked as 
the fourth best selling product category via the Internet (Seckler, 2001 ). 
In spite of the prospective future of online apparel retailing, Internet retailing faces 
some of the same challenges as other forms of non-store retailing (e.g., catalog sales); there is 
a high rate of returned products because consumers are unable to examine and physically try 
on apparel to judge appearance and fit before purchasing. Online apparel retailers have 
offered interactive website features in an effort to meet these challenges. For instance, 
Lands' End introduced a cutting-edge technology named "Your Personal Model". This 
feature generates a personalized two-dimensional image of the body after visitors input 
information about their physical characteristics, such as hair color, style and body shape. 
This function allows the shopper to view the appearance of clothing on a digital model 
similar to her own form. Other retailers (e.g. Guess, Lane Bryant, and Delia's, etc.) offer 3-
dimensional views of the product or a "mix and match" feature that enables one to coordinate 
an apparel ensemble on the Internet. These features may assist the consumer in making 
decisions about the products' acceptability. 
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Moreover, these new interactive website features may provide environmental 
stimulation and a hedonic experience due to their novelty and creative outlet for the 
consumer: The features may off er a recreational experience for some consumers during the 
process of creating their ensembles while interacting with new technology. The interactive 
features can lead consumers to experience positive emotions such as pleasure and 
excitement. These positive feelings may, in tum, increase approach responses of consumers 
toward online stores ( e.g., desire to stay longer, willingness to explore more, willingness to 
interact with others in the setting) (Donovan & Rossiter, 1982). As a consequence, the new 
interactive website features may enhance global attitude towards the retailer and purchase 
intention fostered by the pleasure associated with the shopping experience. Therefore, 
interactive website features may serve both utilitarian and experiential shopping functions. 
There are individual differences in the way consumers use the Internet. Hoffman and 
Novak (1995) divided Internet navigational behavior into goal-directed and experiential 
behavior. They labeled goal-directed users as "searchers" and experientially-motivated users 
as "surfers" based on the navigational purpose and behavior. "Searchers" navigate the 
Internet with an intention to gather pre-purchase information and to purchase products and 
services, while "surfers" explore the Internet just for fun and entertainment. Hoffman and 
Novak ( 1995) assumed that different traits and behavioral characteristics defined these two 
groups of users and suggested future research. They also proposed that a hedonic 
consumption perspective and Optimum Stimulation Level (OSL) may be used for the 
foundation of consumer research on the Web. Interactive website features, such as those 
developed by Lands' End, may provide the goal-directed shopper with needed information 
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aiding their purchase decision, but also offer the experiential consumer a stimulating 
expenence. 
Purpose 
Whereas research has studied the behavior of consumers using the Internet, I have 
found no research that examined the effect of these cutting-edge interactive website 
technologies on consumer behavior. The purpose of study is twofold. First, this study will 
examine whether shopping orientation and OSL affect the reasons for trying new interactive 
website features of online apparel retailers. Second, this study will begin to examine the 
impact of such interactive website features on consumer affective responses (pleasure and 
arousal) and approach behavior (global attitude, willingness to purchase, willingness to 
return to the site, willingness to spend more time, and willingness to go to a bricks-and-
mortar store). This research may help retailers' decision making about the implementation of 
new website features for markets segmented by shopping orientations and personality traits. 
Overall, understanding the reasons why consumers with different shopping orientations and 
personality traits use the interactive website features and the role of these features in 
consumers' affective response and approach behavior may aid apparel retailers in marketing 
more effectively. 
Definitions 
Approach-avoidance response: theory that says people approach environments that they like 
and avoid environments that they dislike (Donovan & Rossiter, 1982). 
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Arousal:" a person's degree of alertness along a continuum ranging from extreme 
drowsiness to extreme wakefulness" (Engel, Blackwell & Miniard, 1995, p.575); feeling of 
excitement and stimulation (Baker et al., 1992) 
Economic shoppers (utilitarian shoppers): those who focus on product procurement and 
"generally do not enjoy shopping and would rather expedite it as quickly as possible" (Gehrt 
& Carter, 1992, p.31) 
Global attitude: affective-based evaluation of an object 
Interactive website features: new features on the Internet that enable consumers to view how 
garments look on their bodies and how garments will work together in ensembles 
Internet shoppers: consumers who make a purchase of a product /service more than once as 
well as search for information via the Internet 
Optimum Stimulation Level (OSL): the individual's preferred level of arousal from external 
stimuli (Raju, 1980) 
Pleasure: "the degree to which the person feels good, joyful, happy or satisfied in the 
situation" (Donovan & Rossiter, 1982, p.38) 
Recreational shoppers (hedonic shoppers): "those who enjoy shopping and view it as a 
recreational activity" (Gehrt & Carter, 1992, p.31) 
Shopping orientation: "a shopper's style that places particular emphasis on certain activities" 
(Shim & Kotsiopulos, 1992) 
Willingness to purchase (Purchase intention): The likelihood of purchasing products and 
services (Engel et al., 1995) 
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CAPTER 2: LITERATURE REVIEW 
The following areas of related literature were identified as being applicable to review: 
1) consumer behavior towards the Internet, 2) recreational shopping orientations, 3) 
Optimum Stimulation Level (OSL), 4) benefits derived from interactive website features, and 
5) approach-avoidance responses. 
Consumer behavior towards the Internet 
In the late 1990s, the Internet captured considerable attention of researchers in the 
marketing and communication areas. As a result of research, demographic and 
psycho graphic characteristics of Internet users are well-documented. Internet users in the 
U.S. are relatively young, affluent, and highly-educated, however, their demographics are 
currently coming closer to that of the aver~ge U.S. population (GVU Center, 1998; Lohse et 
al., 2000). 
Innovativeness and opinion leadership describe psychographic characteristics of 
Internet users. When compared to the Internet non-shopper, Internet shoppers were more 
likely to be innovative, impulsive and variety seekers (Donthu & Garcia, 1999). However, 
Donthu and Garcia's (1999) hypothesis that Internet shoppers were more likely to be 
recreational shoppers than were Internet non-shoppers was rejected. They concluded Internet 
shoppers were more convenience-oriented. 
Previous experiences with in-home shopping ( e.g., catalog shopping, TV home-
shopping) were found to be highly correlated with the adoption of the Internet as a shopping 
medium. A preliminary study by Dillard (1992) revealed that consumers with previous 
shopping experience with non-store retailers were more likely to shop online. Yoh (1999) 
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also found that adoption of the Internet as an apparel retail medium was affected by prior 
experience with in-home shopping and the use of the Internet. 
Consumers use the Internet for different purposes. Some consumers employ the 
Internet for pre-purchase information search and to evaluate alternatives for high-
involvement products, while others "click through" or actually purchase via the Internet 
(Korgaonkar & Wolin, 1999). Some Internet users browse the Internet aimlessly, but they 
might retrieve information and make decisions based on the information (Strauss & Frost, 
2000). According to research examining the purchase likelihood via the Internet, the 
frequency of finding information on the Internet and using e-mail is positively associated 
with likelihood of purchasing (Lohse et al., 2000). There is also a positive relationship 
between the amount time spent on the Internet and the likelihood of purchase products on 
line (Lohse et al., 2000). 
Privacy and credit card security are major concerns that make consumers reluctant to 
purchase products and services on the Internet. Geissler and Zinkhan (1998) posited that if 
products can be returned easily and online security guaranteed, consumers would purchase 
goods and services via the Internet. Major constraints of purchasing apparel through the 
Internet were also identified; these were security concerns and the perceived risk stemming 
from the inability to try on clothing before a purchase. Whereas past non-store retail 
experiences play a role in Internet shopping, incentives and interactive website features ( e.g., 
allowing mixing and matching of garments and accessing appropriateness for the body) may 
entice consumers to purchase apparel through the Web (Yoh, 1999). 
Individuals use the Internet for bot~ utilitarian and hedonic purposes. For instance 
people might access the Internet for both business and entertainment. Karson (2000) showed 
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the presence ofhedonic motives in using the computer and the Internet. He developed a 
scale that measures hedonic and utilitarian aspects of computer and Internet use. Gender 
difference was found in the hedonic use of the Internet. Men were more likely to use the 
Internet hedonically. There was a positive relationship between the usage level and hedonic 
motivation of Internet use. Novice and experienced Internet users differ in their use of the 
Internet (Hammond, Mc William & Diaz, 1998). Both studies provide the evidence that 
experienced users were hedonically motivated when using the Internet. 
Gehrke and Turban ( 1999) suggested several strategies to develop successful 
websites. They recommended that websites offer activities such as puzzles and games as a 
tactic to drive store traffic to the website. They noted that interactivity with websites add 
value to websites. Interactivity of the site stimulates consumers to become active 
participants. Consequently, interactivity stimulates a consumer's desire to shop and browse. 
Like puzzles and games suggested by Gehrke and Turban (1999), interactive website features 
of apparel retail websites may increase store traffic and stimulate pleasurable shopping 
experience of visitors. 
Psychological factors that may influence Internet shopping behavior 
Recreational shopping orientation 
Researchers in the field of consumer behavior have studied motives that lead people 
to go shopping and benefits derived from shopping activity. In a seminal study, Stone ( 1954) 
identified four types of shoppers: economic shoppers, personalizing shoppers, ethical 
shoppers, and apathetic shoppers. Since Stone's ( 1954) study, research on shopping 
orientations has flourished. Thus, shopping orientation typologies and profiles have been 
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developed (Bellenger & Korgaonkar, 1980; Bellenger, Robertson, & Greenberg, 1977; 
Lumpkin, 1985). In a study addressing "why do people shop?", Tauber (1972) reported that 
people shop for various reasons besides product and service procurement, which has been 
regarded as a major utilitarian motive for shopping. Social-psychological benefits, which 
include recreational diversion, change of emotional states, sensory stimulation, and social 
interaction may also trigger consumers to shop and reflect more hedonic motives. 
According to the dichotomous typology that segments shoppers based on motives and 
predisposition towards an act of shopping (Bellenger et al., 1977), shoppers were segmented 
into recreational (hedonic) shoppers and economic (utilitarian) shoppers. Recreational 
shoppers are more intrinsically or hedonically motivated by concerns of change in emotional 
state when shopping, whereas economic shoppers are more extrinsically motivated by 
concerns for saving money and time when shopping. 
More specifically, recreational shoppers are prone to browse stores in order to search 
for information but many times lack purchase intentions. A study by Bellenger and 
Korgaonkar (1980) indicated recreational shoppers are those who enjoy spending their time 
in shopping and consider shopping as leisure while economic shoppers are those who try to 
minimize time and effort and who seek convenience while shopping. Recreational shoppers 
are more likely to be female, and they attached more importance on quality of products and 
merchandise assortment when choosing stores to shop. They tend to purchase impulsively 
during the shopping trip and tend to pursue hedonic experience by creating fantasies and 
obtaining emotional arousal while purchasing and consuming products (Babin, Darden, & 
Griffin, 1994). For recreational shoppers, the retail environment (e.g., store decor) is an 
important factor in making store patronage decisions. The store environment can lead one to 
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experience positive emotions, enhancing the hedonic experience (Babin et al., 1994). Overall, 
recreational shoppers consider shopping a pleasurable leisure activity. In contrast, economic 
shoppers are convenience or economic-oriented and focus on utilitarian aspects of shopping 
such as product procurement (Bellenger & Korgaonkar, 1980). They tend to regard shopping 
as a task to be completed. They feel shopping is stressful and sometimes try to avoid 
shopping trips. While they shop, they are more likely to be goal-directed; consequently, they 
may have a higher likelihood of purchase than hedonically-motivated recreational shoppers 
(Babin et al., 1994). 
Drawing upon recreational orientation toward in store shopping, Gehrt and Carter 
( 1992) reported that the existence of a recreational shopping orientation in catalog shopping. 
They suggested that the catalog retailer entices the recreational consumer segment by making 
their catalog more pleasurable and informative. 
In regards to shopping on the Internet, recreational shoppers may enjoy browsing 
virtual stores and trying new interactive website features to fulfill their need for gratification 
through the novelty and creativity the features offer. Economic shoppers may visit online 
stores and make a purchase to eliminate actual shopping trips. Interactive website features 
that apparel retailers offer provide information that may reduce perceived risk and aid 
purchase decisions of economic shoppers. Thus, a consumer's shopping orientation may 
influence behavioral responses and willingness to purchase apparel through the online stores 
with or without interactive website features. 
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Optimum Stimulation Level (OSL) 
The theory of Optimum Stimulation Level (OSL) was first introduced in the 
discipline of psychology (Berlyne, 1960; Hebb, 1955) and then applied to consumer behavior 
(Mittelstaedt, Grossbart, Curtis & Devere 1976; Raju, 1980; Steenkamp & Baumgartner, 
1992; Wahlers, Dunn, & Etzel, 1986). The fundamental notion of OSL is that one prefers a 
certain level of stimulation from the environment to achieve an optimal level of arousal. 
When stimulation is below the optimum level, one is bored and seeks environmental stimuli. 
When the stimulation is above the optimum level, one tries to decrease the level of 
stimulation and withdraw from stimuli. The ideal level of stimulation varies by individual. 
Individuals with higher OSLs seek more stimulation from external environments to reach 
optimal levels of arousal than do individuals with lower OSLs. 
Research on the relationship between exploratory behavior and OSL in the context of 
consumer behavior has grown during the past two decades. In an early study of OSL and 
consumer behavior, Raju (1980) explored the relationships between OSL and a wide range of 
consumer exploratory behaviors that included risk-taking, brand switching, innovativeness, 
interpersonal communication, exploration via shopping, information searching, and repetitive 
behavior tendency. Positive relationships were found to exist between OSL and all these 
exploratory behaviors. There is consensus among many researchers that people who seek 
high levels of stimulation are more likely to engage in exploratory behaviors during shopping 
to maintain an optimum level of arousal (Raju, 1980; Steenkamp & Baumgartner, 1992). 
Consumers with high OSLs have a tendency to seek more information and exhibit brand-
switching and risk-taking behavior. Innovativeness and variety seeking behavior are also 
highly correlated to OSL (Raju, 1980; Steenkamp & Baumgartner, 1992; Wahlers et al., 
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1986). In addition, positive correlations existed between OSL and some demographic 
variables such as education level and employment status (Raju, 1980). 
Mittelstaedt et al. (1976) investigated the relationship between OSL and adoption of 
new products and retail facilities. They found a positive relationship between OSL and 
adoption of new products and facilities. An individual with higher OSL tends to actually try 
new products and facilities if they are aware those than does an individual with lower OSL. 
Mittelstaedt et al. also noted that retail facilities are more stimulating than products. 
Kown and Workman ( 1996) investigated the relationship between OSL and fashion 
exploratory behavior). Specifically, they examined the relationship between two types of 
fashion exploratory behaviors (fashion leadership and importance of clothing) and five 
factors of OSL ( arousal from change, usual stimuli, risk, sensuality and new environments). 
The two fashion behaviors were associated with arousal from change, unusual stimuli, and 
risk. Kown and Workman ( 1996) recommend that apparel marketers segment their target 
market based on OSL because an individual with higher OSL differs from an individual with 
lower OSL in terms of preference of products and promotional media. 
An individual's OSL may be positively correlated with level ofrecreational shopping 
orientation. Similar shopping behavior characteristics define the two variables, such as 
exploration through shopping and emotional change such as pleasure and arousal via 
shopping. However, I have found no research that examines this relationship. Thus, the 
following hypothesis is formulated. 
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Hypothesis 1: 
There is significant positive relationship between an individual's OSL and level of 
recreational shopping. 
Benefits derived from interactive website features 
Products and environments offer utilitarian and hedonic benefits. The benefits 
obtained from interactive website features (such as" Your Personal Model" and "Mix and 
Match") can be also divided into two dimensions: utilitarian benefits and hedonic benefits. 
Utilitarian benefits may be derived when the technologies assist decision making regarding a 
purchase for goal-directed consumers. Some interactive websites allow consumers to create 
a virtual mannequin on screen and to see how various apparel items look on the virtual 
mannequin. Other features allow users to try mixing-and-matching any of the wardrobe 
items. These interactive website features may aid consumers in making wardrobe selections 
by better evaluating appropriateness of products for ones' body type and coordination of 
garments. These information may help consumers resolve consumption issues and reduce 
perceived risk. 
On the other hand, hedonic benefits come from affective and cognitive stimulation of 
the experience. Interactive website features may enhance the enjoyment of shopping. 
Consumers may enjoy the hedonic quality of the purchase experience. Intrinsic rewards such 
as pleasure and excitement may be obtained in the process of coordinating new ensembles 
and "trying on" products on the screen. Thus, interactive website features may enable 
consumers to create pleasant experiences with some of the same multi sensory aspects of the 
retail store shopping experience, contributing to the enjoyment and satisfaction of the people 
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who visit. Especially, recreational shoppers are more likely to use the interactive website 
features for exciting experience rather than for aiding shopping. This leads to the following 
hypotheses. 
Hypothesis 2a: 
Recreational shopping will be positively related to trying an interactive website 
feature of the online apparel retailer for a stimulating experience. 
Hypothesis 2b: 
Recreational shopping will not be related to trying an interactive website feature of 
the online apparel retailer to make a rational decision. 
As noted earlier, individuals with higher OSLs tend to seek stimulation from the 
environment; therefore, they have a tendency to explore via shopping and to seek novelty to 
increase stimulation. Interactive website features on apparel retail websites may provide 
higher OSL individuals with desired stimulation and exciting experiences. Individuals with 
higher OSLs may employ interactive features for an exciting experience rather than to 
determine purchase decisions. Thus, the following hypotheses were formulated. 
Hypothesis 3a: 
OSL will be positively related to trying the interactive website feature of the online 
apparel retailer for a stimulating experience. 
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Hypothesis 3b: 
OSL will not be related to trying the interactive website feature of the online apparel 
retailer to make a rational decision. 
Approach-avoidance responses 
The concept of approach-avoidance response was first introduced by environmental 
psychologists, Mehrabian and Russell ( 197 4 ). The basic notion of this concept is that an 
environmental stimulus arouses emotions such as pleasure, arousal and dominance, and these 
affective responses lead an individual to either approach or avoidance responses. According 
to this concept, individuals engage in approach responses towards favorable environments 
(e.g., stay longer) and individuals engage in avoidance responses towards unfavorable 
environments (e.g., withdrawal from the environment). 
According to Mehrabian and Russell (1974), emotional responses (pleasure, arousal 
and dominance) play an important role by intervening and mediating the relationship 
between environmental stimuli and response variables. Pleasure relates to "the degree to 
which the person feels good, joyful, happy or satisfied in the situation" (Donovan & Rossiter, 
1982, p.38). Arousal refers to feeling of excitement and stimulation (Baker et al., 1992). 
Dominance refers to the degree to which a person feels in control in a given situation 
(Donovan & Rossiter, 1982). 
Mehrabian and Russell's (1974) framework has been applied to the context of work, 
institution, and retail environments. This framework was first applied to retail environments 
by Donovan and Rossiter (1982) who investigated behavioral intentions of consumers in a 
retail setting. They examined retail approach-avoidance responses including willingness to 
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spend time and money, willingness to explore, willingness to return, and affiliation and 
interaction with others in the settings. They found that a pleasing store atmosphere produced 
a positive affective response, which resulted in approach responses. Among the three 
emotional dimensions, pleasure and arousal were related to the positive behavioral 
consequences, but dominance was not significantly related to approach responses. 
Pleasure and arousal interacted to some extent. More specifically, arousal worked as 
an amplifier of the impact of pleasure on approach or avoidance response. That is, arousal is 
positively associated with approach responses in pleasant environments, while arousal is 
negatively associated with approach responses in unpleasant environments. 
In their follow-up study, Donovan, Rossiter, Marcoolyn and Nesdale (1994) 
examined the actual behavior responses instead of behavioral intention. The results of this 
study suggest that emotional states induced by store atmosphere influenced consumer' 
purchasing behavior, such as spending more time and money than they planned. Pleasure 
was found to be related to extra time and unplanned purchasing. However, contrary to 
previous study by Donovan and Rossiter' s (1982), the effect of arousal on approach 
responses was not significant in this research. 
Since Donovan and Rossiter's first study (1982), research on consumer response to 
retail environments has flourished, much of which has employed Mehrabian and Russell's 
(1974) approach to assess affective and behavioral consequences of particular elements of a 
retail setting. For instance, the effect of color (Bellizzi, Crowley & Hasty, 1983), various 
types of background music (Yalch & Sprangenberg, 1990), and fragrance (Fiore, Yah & Yoh, 
2000) on emotional and behavioral responses were examined. According to Baker et al. 
(1992), store ambient factors (music and light) and social factors (number and friendliness of 
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sales people) were positively related to arousal and pleasure, which led to consumers' 
purchase intention. That is, the approach or avoidance responses are mediated by emotional 
states, such as arousal and pleasure (Mehrabian & Russell, 1974). 
Mehrabian and Russell ( 197 4) suggested that three dimensions of emotion (pleasure, 
arousal and dominance) influenced approach-avoidance responses towards an environment. 
Nevertheless, studies that examined emotional responses towards store atmosphere suggest 
that only pleasure and arousal show promise for accessing the underlying structure of 
emotions evoked by the environment (Baker et al., 1992; Donovan & Rossiter, 1982). 
Dominance was not found to be significantly related to the approach-avoidance response to 
the retail environment (Baker et al., 1992; Donovan & Rossiter, 1982; Russell & Pratt, 1980) 
and is, therefore, not included in the present research. Thus, arousal and pleasure were 
chosen as the focus of present research. 
Because store environment has a positive impact on affective responses, it seems 
logical that interactive website features of online apparel retailers have a similar impact on 
the individual. The interactive website features may offer stimulation to individuals, leading 
these individuals to experience positive feelings. Interactivity with new website features may 
create feelings of pleasure and arousal for the customer in online retail environments. 
Shoppers who desire a recreational shopping experience and individuals with higher OSLs 
may also have positive affective reactions to the new interactive features due to interactivity 
and novelty. Convenience-oriented shoppers and individuals with lower OSLs may have 
gratification because interactive features facilitate their shopping activities by showing how a 
top and a bottom are coordinated as an ensemble. Thus, both recreational shoppers and 
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economic shoppers may be pleased and aroused. This logic leads to the following 
hypotheses. 
Hypothesis 4a: 
Individuals will have significantly more pleasure towards the online apparel retailer 
after exposure to interactive website features than before exposure. 
Hypothesis 4b: 
Individuals will have significantly more arousal towards the online apparel retailer 
after exposure to the interactive website feature than before exposure. 
To generate hypotheses regarding approach response, several types of approach 
responses are considered. These are global attitude, willingness to purchase, willingness to 
return to the site, willingness to spend more time, and willingness to go to a bricks-and-
mortar store. 
Global attitude 
Attitude has been widely acknowledged as an important variable in explaining 
consumer purchase behavior (Engel et al., 1995). Attitude is frequently used to predict 
consumer purchasing behavior along with intention. According to Engel et al. (1995), 
attitude refers to overall evaluation of an object. It consists of both cognitive and affective 
components. The cognitive components are knowledge and belief towards an object. The 
affective component is expressed through feelings induced by an object (Engel et al., 1995). 
21 
There are two kinds of widely-used attitude measurements: Fishbein' s multi attribute 
measure (Fishbein & Ajzen, 1975) and the global attitude measure. The Fishbein model taps 
both affective and cognitive components of an information-processing based evaluation. 
However, global attitude is a more affective-based attitude focused on individuals' likes and 
dislikes. Global attitude reflects overall feeling toward an object. That is, affective 
responses toward an object are closely related to global attitudes. In the retail environment, it 
appeared that global attitude is tied to affective reactions elicited by the shopping activity 
(Yan, 1996). Thus, feelings generated in response to the shopping experience influence 
consumers' attitude. With respect to the present research, global attitude is an appropriate 
measure towards the online apparel retailer. Currently, economic and convenience-oriented 
motivations drive many consumers to shop on the Internet. Yet, it is anticipated that 
interactive website features offered by the online apparel retailers can provide hedonic 
experiences. With this new technology consumers may feel more pleasure and emotional 
stimulation; these feelings may increase overall evaluation of the shopping activity and the 
product. Thus, consumers may formulate a favorable global attitude towards online stores 
offering interactive website features. Positive feelings would lead to a favorable evaluation 
of the store, whereas negative feelings would lead to an unfavorable evaluation. 
Purchase intention (Willingness to purchase) 
Purchase intention is the logical extension of attitude. It has been a frequently used 
variable in consumer behavior research because purchase intention is related to purchase of 
the particular product or service (Engel et al., 1995). Purchase intention was positively 
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related to pleasant store atmosphere. The intent to purchase was influenced by emotional 
states resulting from a pleasant store atmosphere (Baker et al., 1992). 
Positive feelings would be expected to increase consumers' intentions to purchase 
products at the store where the feeling was obtained. Based on the positive relationship 
between store atmosphere and purchase intention, consumers may be more willing to make 
purchases through online apparel stores with interactive website features. 
Willi11g11ess to return to the site 
Mehrabian and Russell (1974) identified behavioral responses triggered by favorable 
and unfavorable environment. They developed a response taxonomy. According to the 
taxonomy, individuals tend to return to the environment that evokes positive emotions. 
Willingness to return to the environment was one of the behavioral responses on the 
taxonomy. Willingness to return to the site is important to the retailer because it has been 
shown to be influence store patronage decision and repeat-shopping frequency. The 
interactive website feature may influence the willingness to return to the site. Therefore, a 
hypothesis regarding effects of interactive website features on willingness to return to the site 
was generated. 
Willi11g11ess to spe11d more time 
Mehrabian and Russell ( 197 4) contended that individuals stay longer in a favorable 
environment. Pleasure and arousal induced by a favorable store environment led to 
propensity to linger in a store (Donovan & Rossiter, 1982). The interactive website features 
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may increase the level of pleasure and arousal; these affective responses may trigger a desire 
to spend more time shopping through the online retailer. 
Willingness to go to a bricks-and-mortar store 
An individual explores a favorable environment (Mehrabian & Russell, 1974). The 
bricks-and-mortar store is the extended environment of an online retail store. Based on the 
proposition that a positive experience from environmental stimuli leads to exploring the 
environment, individuals who experience positive affective response may visit a bricks-and 
mortar store of the online retailer. 
This leads to the following hypotheses. 
Hypothesis Sa: 
Global attitude towards the online apparel retailer will be significantly higher after 
exposure to the interactive website features than before exposure. 
Hypothesis Sb: 
Willingness to purchase from the online apparel retailer will be significantly higher 
after exposure to the interactive website feature than before exposure. 
Hypothesis Sc: 
Willingness to return to the site of the online apparel retailer will be significantly 
higher after exposure to the interactive website feature than before exposure. 
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Hypothesis 5d: 
Willingness to spend more time shopping on the online apparel retailer will be 
significantly higher after exposure to the interactive website feature than before exposure. 
Hypothesis 5e: 
Willingness to go to the bricks-and-mortar store will be significantly higher after 
exposure to the interactive website feature than before exposure. 
Arousal and pleasure as mediating variables 
Mediating variables refer to variables that "intervene between preceding and 
subsequent variables in a model, thus accounting in part or whole for the relation between the 
predictor and the criterion" (Baron & Kenny, 1986, p.1177). That is, the independent 
variable significantly affects both the mediating variable and the dependent variable. 
Mediating variables account for the indirect and direct effects of the relationships. An 
independent variable operates through the mediating variable. 
Mehrabian and Russell ( 197 4) suggested the importance of affective responses in 
understanding the approach responses of individuals in the environment. They proposed that 
both pleasure and arousal mediate the relation between environmental stimuli and approach 
responses. Arousal and pleasure derived from new interactive website features may mediate 
approach responses towards an online store as these affective responses influence approach 
responses in a brick-and mortar store environment (See Figure 2.1 ). Specifically, the novelty 
and creativity of new features might increase the degree of positive feelings of arousal and 
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pleasure for consumers, which leads to approach responses towards the website of an apparel 
retailer with interactive features. 
In the present study, I will examine linkages between interactive website features and 
affective responses, the linkage between interactive website features and approach responses, 
and the linkage between affective responses and approach responses. These linkages may be 





Figure 2.1 The proposed model of research 
Approach responses 
Global attitude 
Willingness to purchase 
Willingness to return to 
the site 
Willingness to spend 
more time shopping 
Willingness to go the 
bricks-and-mortar store 
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Given that the affective states influence the approach-avoidance response, the 
following hypotheses link affective responses and approach responses. The following five 
hypotheses are designed to test the mediating variables in the model. 
Hypothesis 6a: 
Global attitude towards the online apparel retailer will be mediated by affective 
responses (pleasure and arousal) towards the interactive website feature of the online apparel 
retailer. 
Hypothesis 6b: 
The effect of willingness to purchase from the online apparel retailer will be mediated 
by affective responses (pleasure and arousal) towards the interactive website feature of the 
online apparel retailer. 
Hypothesis 6c: 
The effect of willingness to return to the site of the online apparel retailer will be 
mediated by affective responses (pleasure and arousal) towards the interactive website 
feature of the online apparel retailer. 
Hypothesis 6d: 
The effect of willingness to spend more time shopping the online apparel retailer will 
be mediated by affective responses (pleasure and arousal) towards the interactive website 
feature of online apparel retailer. 
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Hypothesis 6e: 
The effect of willingness to go to the bricks-and-mortar store will be mediated by 
affective responses (pleasure and arousal) towards the interactive website feature of the 
online apparel retailer. 
Objectives 
I. To examine the relationship of OSL and recreational shopping orientation. 
2. To determine whether recreational shopping orientation affects the reasons for trying 
interactive website features of online apparel retailers. 
3. To determine whether OSL affects the reasons for trying interactive website features of 
online apparel retailers. 
4. To examine the influence of interactive website features on affective response towards an 
apparel retailer. 
5. To examine the influence of interactive website features on approach responses towards 
an apparel retailer. 
6. To examine whether pleasure and arousal mediate approach responses towards online 
apparel retailers. 
Limitations 
I. Subjects are limited to undergraduate and graduate students on ISU campus, thus, the 
data collected for this research are not representative of all Internet users. 
2. The findings of this study are limited to approach responses to apparel sites and apparel 
products. 
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3. Interactive website features offered by Internet retailers not studied here may provide 
different results. 
4. Experience with the Internet and previous experience towards a brand may influence 
approach responses and should be used as a covariate in analyses. 
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CHAPTER 3: METHODS 
This chapter includes a description of the sample, experimental procedures, and a 
discussion regarding the development of the questionnaire. Data collection and statistical 
tests for analyses are also discussed. 
Sample and procedure 
Sample 
A total of one hundred and three undergraduate participants from a variety of majors 
were recruited from five classes at Iowa State University. Seventy-two participants were 
female and thirty-one were male. They were screened for Internet use. All participants had 
previous experience with the Internet. In order to encourage cooperation, students who 
participated in this experiment received either extra credit or money($ 4.00) as an incentive. 
Stimulus 
Literature related to interactive website features of apparel retailers provided 
information on potential website for this study. The researcher identified four apparel 
retailers (Lands' End, Lane Bryant, Delia's, and Guess) that had interactive website features 
in December, 2000. The researcher visited each site found to offer interactive website 
features and tried the features. Three of them were inappropriate for this research. For 
instance, the target audience of Lands' End is the baby-boomer; thus, Lands' End products 
were not suitable for the college-aged sample. The features on the Delia's website offered 
limited function and only a few product lines were available for mixing and matching. The 
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website of Lane Bryant was sophisticated, but the products were for larger sized women. 
This might influence the dependent variables such as purchase intention and willingness to 
visit the bricks-and mortar store. The Guess site was used as the stimulus because it is the 
most appropriate website, offering features for both men and women. The target audience of 
Guess is teenagers and college students, making the site appropriate for the sample. 
Pilot test 
Six graduate students in the Department of Textiles and Clothing pilot tested the 
questionnaire and procedure. Five students, the maximum number of participants to be run 
simultaneously, tested the effects on the speed of the website server. Based on the pilot test, 
a few items in the questionnaire and instructions for navigation were reworded and modified 
following the suggestions of participants. It took between 4 and 6 minutes for participants to 
view all items within the given site. Therefore, participants were allotted 5 minutes to 
navigate the website during the study. 
Experimental procedure 
When recruiting participants, the researcher briefly explained the purpose and 
procedure of the experiment during classes. After listening to the presentation, students 
voluntarily signed up for a time during a two week period to come to a university computer 
lab to complete the study. The researcher sent a reminder e-mail every morning to encourage 
students to participate. 
A laboratory experiment was utilized as the data collection method. The same 
treatment was used for all participants. Participants worked independently in a computer lab, 
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with a maximum of five computers running simultaneously. PCs with Internet Explorer 5 .0 
were employed. Upon arrival, each participant was seated in front of a computer. A letter of 
consent (APPENDIX A), the questionnaire and specific instructions were given to 
participants. The researcher explained the procedure that participants would use and how to 
complete the questionnaire. 
The experimental procedure was designed to test whether the interactive website 
feature influenced participants' affective and approach responses. The experimental 
sequence consisted of two phases: first, all participants navigated the website to examine the 
product offerings and second, all participants navigated the interactive feature of the site to 
examine how tops and bottoms would look together. 
During each navigation task, participants were free to click on any garments within a 
given product category of the website. Participants informed the researcher when they were 
ready to navigate, so that she could notify them when they should finish navigating after five 
minutes. Throughout the experiment, careful supervision ensured that all navigation was 
accomplished according to the instructions. 
Participants completed Part I of the questionnaire containing recreational shopping 
orientation, previous experience with the Internet, and previous attitude towards the Guess 
brand before the first navigation task. Then, they accessed the Guess site for five minutes 
and completed Part II of the questionnaire measuring affective and approach responses 
towards the website without the interactive feature. For the second navigation task, 
participants navigated the interactive feature of the site for five minutes. After the second 
navigation task, participants completed Part III of the questionnaire measuring affective and 
approach responses towards the interactive website feature, their reasons for using the feature 
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of the website, behavioral patterns and background information. Upon completing Part III, 
participants turned in the questionnaire. 
Instrument 
As noted earlier, the questionnaire consisted of three parts. A copy of the 
questionnaire is shown in APPENDIX B. 
Section 1: Shopping orientations and Internet usage 
This section of the questionnaire consisted of 22 items. All 22 items were rated on 9-
point scales anchored by strongly disagree ( -4) to strongly agree ( 4). Thirteen items tapping 
recreational shopping orientations were adapted from the studies by Dawson, Bloch and 
Ridgway (1990), and Gehrt and Carter (1992). The reliability alpha of the Dawson et al.'s 
(1990) scale was .81. The reliability of Gehrt and Carter's (1992) scale was not reported. 
Six items looked at previous experience with the Internet, based on literature regarding 
Internet usage. 
The remaining three items, tapping general attitudes towards the apparel retailer, 
were based on a scale by Chattopadhyay and Basu (1990). Their original scale consisted of 
three items that measured general attitude towards a genetic brand. Instead of a genetic 
brand, the name of the stimulus was included. Thus, participants could indicate previous 
thoughts about the brand used as the stimulus. The Cronbach' s reliability of the original 
measure was .94. 
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Section 2: Feelings about the online store before exposure to the interactive website 
feature 
This section measured affective responses toward the website before exposure to the 
interactive feature. The 12 item, 9-point semantic differential scale developed by Mehrabian 
and Russell (1974) was used to measure participants' affective responses toward the website. 
This scale has been used extensively in studies regarding affective responses toward retail 
environments ( e.g., Bateson & Hui, 1992; Dawson et al., 1990). The original scale included 
three emotional dimensions: pleasure, arousal and dominance. However, items that measure 
dominance were not included in the present questionnaire because prior studies revealed non-
significant effects of dominance on approach responses. The scale contains sets of bipolar 
adjectives that describe how participants feel about the online store (See Table 3.1 ). Each 
emotional dimension consists of six items. Cronbach's alphas were .90 for pleasure and .86 
for arousal (Donovan & Rossiter, 1982). 
Table 3.1. Twelve bipolar adjective pairs measuring affective responses 
Pleasure Arousal 
Unhappy - Happy Unaroused-Aroused 
Bored - Relaxed Relaxed - Stimulated 
Annoyed - Pleased Dull - Jittery 
Despairing - Hopeful Sleepy - Wide awake 
Unsatisfied - Satisfied Calm - Excited 
Melancholic - Contented Sluggish - Frenzied 
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Section 3: Responses towards the online store before exposure to the interactive website 
feature 
This section measured approach responses towards the website before exposure to the 
interactive feature. In order to access approach responses, the researcher employed 
established scales developed by Engel et al. ( 1995) that measure global attitude and purchase 
intention. The items that measured global attitude and purchase intention were modified. 
In addition, the researcher generated a few items. The item, "Assuming the products 
on the website suit your taste or needs, how willing would you be to purchase from this 
online apparel store?", was included to help measure purchase intention response due to 
online store design instead of product preference. Willingness to go to a bricks-and-mortar 
store was measured by the two items: "After seeing the website, how likely is it that you 
would visit their real store?", "How likely is it that you would visit their real store to buy a 
product you've seen on the website?" Willingness to spend more time was measured by the 
level of agreement with the statement, " I would probably spend more time on this online 
store than I planned". All items in this section were also measured using nine-point scales. 
Section 4: Feelings about the online store after exposure to the interactive website feature 
Mehrabian and Russell's (1974) twelve semantic differential items scored on a nine-
point scale were again utilized to assess affective responses towards the interactive website 
feature. Thus, participants answered the same questions twice, before exposure to the 
interactive website feature (Section 2) and after exposure to the interactive website feature. 
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Section 5: Responses towards the online store after exposure to the interactive website 
feature 
This section recorded participants approach responses towards the interactive website 
feature. The same items (Eengel et al., 1995) employed in Section 3 were modified for use in 
this section. 
Section 6: Reasons for using the interactive website features 
The items for this measure were developed based on literature regarding hedonic and 
utilitarian aspects of shopping (Babin et al., 1994). The items examined reasons for using the 
interactive website feature. A set of eight questions assessed either utilitarian or hedonic 
benefits derived from using the interactive website feature. Nine-point scales ranging from 
strongly disagree (-4) to strongly agree ( 4) were used. 
Section 7: Patterns of behavior 
Optimum Stimulation Level (OSL) was assessed in this section. OSL was 
operationalized by using the 32 item Arousal Seeking Tendency Scale II (AST II) developed 
by Mehrabian (1978). Permission was obtained for use of the scale (APPENDIX C). 
According to Wahlers et al. (1986), AST II was more reliable than the initial AST scale. 
Thus, AST scale II was utilized in the questionnaire. It used 9-point scales ranging from 
"strongly disagree" to "strongly agree". The Cronbach's alpha for this measure in the 
preliminary study was .93 (Mehrabian, 1978), indicating a very sound internal reliability. 
Convergent validity was established via its correlates with three other measurements of OSL 
(Steenkamp & Baumgartner, 1992). 
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Section 8: Demographic information 
Items in Section 8 gained personal information (i.e., age range, gender, years in 
school, college) and Internet usage information (i.e., length of use of the Internet, hours using 
the Internet per week, use of the Internet as a buying venue) of participants. 
The use of human subjects in research 
The Iowa State University Human Subject Review committee approved the letter of 
consent and questionnaire (APPENDIX D). The committee assured that the rights and 
welfare of the human subjects were adequately protected, that the data offered by participants 
was confidential, and that there were no physical or mental risks involving the experiment. 
Data analysis 
SPSS for Windows version 10.0 was used for all statistical computation. 
Demographic and the Internet usage information about participants were reported through 
descriptive statistics. Means and standard deviations describe the sample. Cronbach's alpha 
coefficient was computed to assess the reliabilities of multi-item measures. Exploratory 
factor analyses using maximum likelihood extraction with varimax rotation was performed 
on the item regarding reasons to use interactive website features. Items with loadings 
below .60 were excluded. 
In addition, a series oft-tests was run to compare responses of male and female 
participants on variables. Statistical tests for hypotheses testing consisted of correlation, 




Pearson's correlation tested whether relationships existed between these variables: 
recreational shopping orientation and reasons to use interactive website features, OSL and 
reasons to use interactive website features, and shopping orientation and OSL. 
ANCOVA 
ANCOVA test determined whether the interactive website feature influenced 
affective responses and approach responses of participants. Previous experience with the 
Internet and previous attitude towards the brand were both covariates. 
Multiple regression 
A series of multiple regression tests determined whether pleasure and arousal 
mediated the relationship between the interactive website feature and approach responses and 
whether the independent variable predicted the dependent variables (affective responses and 
approach responses). 
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CHAPTER 4: RESULTS 
In this chapter, the sample is described and reliabilities of measurements are 
presented. Statistical analyses examine variables and compare gender differences. This 
chapter reports the results of the statistical analyses and their implications for tested 
hypotheses. 
Description of sample 
Socio-demographic characteristics of sample 
As stated in Chapter Three, 103 students participated in this study. Seventy percent 
of participants were female (n = 72) and 30% of participants were male (n = 31) (see Table 
4.1 ). The ages of participants fell mainly in the 20 to 25 years old group (97.1 %, n = 100). 
The largest percentage of participants were from the College of Family and Consumer 
Sciences (38.8%), followed by Business (20.4%), Liberal Arts and Sciences (13.6%) and 
Engineering (12.6%) colleges. 
Internet usage of sample 
A majority of participants (88.3%) reported that they had used the Internet for 
searching for product information before purchasing a product (see Table 4.1 ). Even though 
65% of participants stated that they had used the Internet for buying products, only 32% of 
participants reported that they had used the Internet for buying clothing. Thus, according to 
this sample, only half of these Internet shoppers buy apparel via the Internet. In a question 
that asked whether participants had visited the website used as stimulus before the 
experiment, 16.5% of participants reported that they had visited the website before. In 
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Table 4.1 Characteristics of the participants 
Variables Frequency (n = 103) Percent 
Gender 
Male 31 30.1% 
Female 72 69.9% 
Age 
20 and younger 48 46.6% 
21-25 52 50.2% 
26-30 3 2.9% 
Years in school 
Freshman 30 29.1% 
Sophomore 17 16.5% 
Junior 18 17.5% 
Senior 38 36.9% 
College 
Agriculture 10 9.7% 
Business 21 20.4% 
Design 4 3.9% 
Education 1 1.0% 
Liberal Arts and Sciences 14 13.6% 
Engineering 40 38.8% 
Veterinary medicine 13 12.6% 
The length of use of the Internet 
Less than 6 months ago 0 0.0% 
6-12 months 1 1.0% 
1-2 years 6 5.8% 
2-3 years 26 25.2% 
2-4 years 24 23.3% 
over 4 years 46 44.7% 
Hours of Internet use per week 
1 hour/week or less 2 1.9% 
l-4.9hour/week 20 19.4% 
5-9.9hour/week 36 35.0% 
10-19. 9 hours/week 26 25.2% 
20-3 9. 9hours/week 15 14.6% 
over 40 hours/week 4 3.9% 
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addition, 36.9 percent of participants indicated that they have created a Web page. The vast 
majority (93.2%) of participants had used the Internet for more than 2 years. Moreover, 
44 % of participants had used the Internet more than 4 years. 
Reliability of measurement 
Reliability checks were performed on the multi-item measures in order to ensure that 
they were suitable for use in hypothesis testing (see Table 4.2). All but one measure had a 
Table 4.2 Reliabilities of measurements 
Variables Number of items Alpha 
Recreational shopping orientation 13 .94 
Previous experience with the Internet 6 .73 
OSL 32 .85 
Previous attitude towards the brand 3 .96 
Pleasure before exposure to the interactive website 6 .85 feature 
Arousal before exposure to the interactive website 6 .89 feature 
Pleasure after exposure to the interactive website 6 .85 feature 
Arousal after exposure to the interactive website 6 .89 feature 
Global attitude before exposure to the interactive 4 .96 website feature 
Global attitude after exposure to the interactive 4 .94 website feature 
Willingness to purchase before exposure to the 5 .92 interactive website feature 
Willingness to purchase after exposure to the 5 .93 interactive website feature 
Willingness to go to bricks-and-mortar store 2 .93 before exposure to the interactive website feature 
Willingness to go to bricks-and-mortar store after 2 .90 exposure to the interactive website feature 
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high level ofreliability with Cronbach's alpha values at or above .85. Previous experience 
with the Internet had an acceptable level ofreliability, a Cronbach's alpha of .73. Thus, all 
measures are reliable and appropriate for use in statistical analyses. 
Cronbach's alpha was .94 for recreational shopping orientation, .96 for previous 
attitude towards the brand and .85 for OSL. Alpha values were .85 for pleasure before 
exposure to the interactive website feature and .89 for arousal before exposure to the 
interactive website feature. The values were .85 for pleasure after exposure to the interactive 
website feature and .89 for arousal after exposure to the interactive website feature. Alpha 
values were .96 for global attitude before exposure to the interactive website feature and .94 
for global attitude after exposure to the interactive website feature. They were .92 for 
willingness to purchase before exposure to the interactive website feature and .93 for 
willingness to purchase after exposure to the interactive website feature. Alpha values were 
.93 for willingness to go to the bricks-and-mortar store before exposure to the interactive 
website feature and .90 for willingness to go to the bricks-and-mortar store after exposure to 
the interactive website feature. 
Results of factor analysis 
Reasons to use interactive website feature 
Eight items representing reasons to use the interactive website feature were factor 
analyzed using varimax rotation. Two factors were generated (see Table 4.3). Reliability for 
Factor 1 was alpha= .84; reliability for Factor 2 was alpha = .87. Factor 1 consisted of four 
items explaining 53.38% of the variance and Factor 2 consisted of three items explaining 
20.18% of the variance. The item "I would try this feature for satisfying my sense of 
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curiosity" produced a factor loading of .57 for the first factor and .60 for the second factor. 
Because this item loaded on both factors, it was removed from the scale and excluded from 
further analysis. All items in the first factor were related to use of the interactive website 
feature for hedonic purposes. The first factor was labeled as "Stimulating Experience". 
Items in the second factor were associated with using the interactive website feature for 
utilitarian purposes, and this factor labeled as "Rational Decision". 
Table 4.3 Factor analysis of reasons to use the interactive website feature using varimax 
rotation with Kaiser normalization 
Factor title and items 
Factor loadings 
Factor 1 Factor 2 
Simulating Experience 
• I would try this feature as an exciting experience. .69 
• I would try this feature for its novelty. .86 
• I would try this feature for exploring new worlds. .71 
• I would try this feature because it offers a novel .94 
expenence. 
Variance explained= 53.38% 
Eigenvalue= 4.27 
Rational Decision 
• I would try this feature to help make a better .84 
decision about product. 
• I would try this feature because it would help me .87 
buy what I really need 
• I would try this feature because it would aid me in .90 
finding the item I am looking for. 
Variance explained = 20.18% 
Eigenvalue = 1.61 
Items excluded 




A series oft-tests determined if significant differences existed between male and 
female participants regarding covariates and dependent variables. When significant 
differences were found, separate statistical tests were run for males and females to test 
hypotheses. Because a sample size of 31 males is quite small for hypothesis testing, these 
tests will not be run when non-significant results of the combined (male and female) sample 
are found. 
Recreational shopping orientation 
In regards to recreational shopping orientation, there was a significant difference 
between male and female participants (t = -3.48,p < .001) (see Table 4.4). The mean score 
for female participants was greater than mean score for male participants. This can be 
interpreted that female participants are more recreationally oriented while shopping. This 
result is consistent with previous research that women are more likely to be recreational 
shoppers (Bellenger & Korgaonkar, 1980). 
Table 4.4 Gender differences in recreational shopping orientation 
Male Female Total sample 
Gender (n = 31) (n = 72) (n=103) t (p) Standard Standard Standard Mean Deviation Mean Deviation Mean Deviation 
1.34 1.57 2.43 1.20 2.10 1.40 -3.48*** (.001) 
* p <.05 **p <.01 *** p <.001 
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Previous experience with the Internet 
The means show that male participants had greater previous experience with the 
Internet than did female participants. However, the result of the t-test regarding previous 
experience with the Internet was not statistically significant (see Table 4.5). 
Previous attitude toward the Guess brand 
A t-test indicated that a significant difference existed between male and female 
participants in their previous attitude towards the Guess brand (t = -2.54, p < .013) (see Table 
4.6). Thus, female participants had a more favorable previous attitude towards the Guess 
brand. 
Affective responses 
The !-tests comparing means of female participants and male participants on arousal 
and pleasure showed that there were no significant differences. Table 4. 7 presents the results 
of the !-tests for arousal and pleasure. 
Table 4.5 Gender differences in previous experience with the Internet 
Male Female Total sample 
Gender (n = 31) (n = 72) (n = 103) t (p) Standard Standard Standard Mean Deviation Mean Deviation Mean Deviation 
1.90 1.22 1.72 1.44 1.77 1.37 .62 (.54) 
* p <.05 **p <.01 *** p <.001 
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Table 4.6 Gender differences in previous attitude towards the Guess brand 
Male Female Total sample 
Gender (n = 31) (n = 72) (n = 103) Standard Standard Standard Mean Deviation Mean Deviation Mean Deviation 
-.03 2.12 .94 1.62 .65 1.83 
* p <.05 **p <.01 *** p <.001 
Table 4. 7 Gender differences in affective responses 
Male Female Total sample 
Gender (n = 31) (n = 72) (n = 103) Standard Standard Standard Mean deviation Mean deviation Mean deviation 
Pleasure .53 1.75 1.12 1.58 .94 1.65 
A 
Arousal .27 1.79 .72 1.28 .59 1.46 
Pleasure 1.33 1.56 1.63 1.64 1.54 1.61 
B 
Arousal 1.30 1.46 1.44 1.45 1.39 1.45 
A: Affective responses before exposure to the interactive website feature 
B: Affective responses after exposure to the interactive website feature 














According to the !-tests, there were significant differences between male and female 
participants on some approach response variables (see Table 4.8). There were significant 
differences between male and female participants in global attitude (t = -2.93, p < .005), 
willingness to return to the site (t = -2.63, p < .01), willingness to spend more time shopping 
(t = -3.34, p < .001 ), willingness to go to the bricks-and-mortar store (t = -2.28, p < .03) 
before exposure to the interactive website feature. In addition, there were significant 
differences between male and female participants in global attitude (t = -2.45, p < .02), 
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willingness to return to the site (t= -2.74,p < .009), willingness to spend more time shopping 
(t = -2.81,p < .007), and willingness to go to the bricks-and-mortar store (t = -3.43,p < .001) 
after exposure to the interactive website feature. However, there was no difference between 
male and female participants in willingness to purchase. The mean score of female 
participants was greater than that of male participants for all variables. 
Table 4.8 Gender differences in approach responses 
Male Female Total sample 
Gender (n =31) (n= 72) (n = 103) 
M SD M SD M 
Global attitude .25 2.23 1.55 1.63 1.16 
Willingness to -.42 2.04 .18 2.07 .002 purchase 
Willingness to -.32 2.48 1.01 2.32 .61 A return 
Willingness to -1.19 2.47 .56 2.42 .03 spend more time 
Willingness to go 
to bricks-and- -.15 2.75 1.13 2.22 .75 
mortar store 
Global attitude 1.07 1.91 1.96 1.58 1.69 
Willingness to -.04 2.22 .66 2.06 .45 purchase 
Willingness to 0.0 2.66 1.49 2.20 1.04 B return 
Willingness to -.26 2.76 1.32 2.26 .84 spend more time 
Willingness to go 
to bricks-and- .39 2.29 1.88 1.89 1.43 
mortar store 
A: Affective responses before exposure to interactive website feature 
B: Affective responses after exposure to the interactive website feature 


































Reasons to use the interactive website feature 
In regards to reasons for using the interactive website feature, !-tests showed that 
there were no significant differences between male and female participants (see Table 4.9). 
When t-tests were performed on the two factors, no significant differences between male and 
female participants were found. Again the average scores for females were consistently 
higher than the average scores for males. 
OSL 
The results of the t-test revealed that there were no significant differences between 
male and female participants in terms of their OS Ls, although the mean score for female 
participants was higher than for the male participants (see Table 4.10). 
Tests of primary hypotheses 
The following section provides the statistical results for testing the hypotheses. Each 
research hypothesis will be stated followed by the results of statistical tests. The first three 
hypotheses involved Pearson correlations. The fourth and fifth hypotheses were tested by 
paired t-test and ANCOV A. The sixth hypothesis was tested using multiple regression. 
The relationship between OSL and recreational shopping orientation 
Hypothesis 1: There is a significant positive relationship between an individual's OSL and 
level of recreational shopping. 
The relationship between an individual's OSL and level ofrecreational shopping was 
analyzed using Pearson correlation (see Table 4.11). As expected, results showed that there 
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was a positive relationship between OSL and level of recreational shopping orientation (r = 
.32,p < .001). Hypothesis 1 was accepted. Thus, individuals with higher OSLs were more 
likely to seek recreational benefits while shopping. Additionally, because there was a 
difference between female and male participants regarding recreational shopping orientation, 
these two groups were tested separately. The result indicated that recreational shopping 
Table 4.9 Gender differences in reasons to use the interactive website feature 
Male Female Total sample 
Gender (n = 31) (n = 72) (n = 103) t (p) Standard Standard Standard Mean Deviation Mean Deviation Mean Deviation 
Factor 1 1.86 1.33 2.09 1.36 2.02 1.35 -.79 (.43) 
Factor 2 2.22 1.46 2.45 1.22 2.38 1.29 -.84 (.41) 
Total 2.04 1.12 2.27 1.15 2.20 1.14 -.95 (.35) 
* p <.05 **p <.01 *** p <.001 
Table 4.10 Gender difference in OSL 
Male Female Total sample 
Gender (n = 31) (n = 72) (n = 103) t (p) Standard Standard Standard Mean Deviation Mean Deviation Mean Deviation 
24.61 34.07 29.12 32.16 31.22 31.44 -1.41 (.16) 
* p <.05 **p <.01 *** p <.001 
Table 4.11 Correlation analysis between recreational shopping orientation and OSL 
r p 
Male (n = 31) .27 < .16 
Female (n = 72) .32*** <.008 
Total sample (n = 103) .32*** <.001 
* p <.05 **p <.01 *** p <.001 
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orientation and OSL was only significantly correlated for female participants, not male 
participants. 
The relationships between recreational shopping orientation and reasons to use the 
interactive website feature 
Hypothesis 2a: Recreational shopping will be positively related to trying an interactive 
website feature of the online apparel retailer for a stimulating experience. 
This hypothesis was tested by correlation between recreational shopping scores and 
the scores for the Stimulating Experience factor (see Table 4.12). Recreational shopping 
orientation was found to be significantly correlated with using the interactive website feature 
for a stimulating experience (r =. 40,p < .001). Thus, Hypothesis 2a was accepted. 
In addition, because there was a difference between female and male participants regarding 
recreational shopping orientation, each group was tested separately for this hypothesis. The 
result indicated that the correlations were significant for both male and female participants (r 
= .61,p < .001; r = .28,p < .16, respectively). 
Hypothesis 2b: Recreational shopping will not be related to trying an interactive website 
feature of the online apparel retailer to make a rational decision. 
A non-significant Pearson correlation was obtained between recreational shopping 
orientation and the Rational Decision factor (r= .15,p < .14). Therefore, results indicated 
that scores for recreational shopping was not significantly correlated with trying the 
interactive website features of the online apparel retailer to make a rational decision. Thus, 
Hypothesis 2b was also accepted. Again testing males and females separately, the results 
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indicated that recreational shopping orientation and Rational Decision were not significantly 
correlated for either male or female participants. Table 4.13 shows the results of the Pearson 
correlation analyses for the relationships between recreational shopping orientation and the 
Rational Decision factor. 
Table 4.12 Correlation analysis between recreational shopping orientation and Stimulating 
Experience factor 
r p 
Male (n = 31) .61 *** <.001 
Female (n = 72) .28* <.016 
Total sample (n = 103) .40*** <.001 
* p <.05 **p <.01 *** p <.001 
Table 4.13 Correlation analysis between recreational shopping orientation and Rational 
Decision factor 
r p 
Male (n = 31) .10 <.60 
Female (n = 72) .15 <.20 
Total sample (n = 103) .15 < .14 
* p <.05 **p <.01 *** p <.001 
The relationship between OSL and reasons to use the interactive website feature 
Hypothesis 3a: OSL will be positively related to trying the interactive website feature of the 
online apparel retailer for a stimulating experience. 
A significant positive correlation was found between OSL and using the interactive 
website feature for a stimulating experience (r= .49,p < .001) (see Table 4.14). The results 
indicated that individuals with higher OSLs are more likely to try interactive website features 
of the online apparel retailer for a stimulating experience. Thus, Hypothesis 3a was 
supported. 
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Hypothesis 3b: OSL will not be related to trying the interactive website feature of the online 
apparel retailer to make a rational decision. 
There was support for the hypothesis 3b as well. As expected, no significant 
correlation was found between OSL and the Rational Decision factor (r = .04, p < . 70). Thus, 
Hypothesis 3b was also supported. 
Table 4.14 Correlation analysis between OSL and reasons to use the interactive website 
feature 
The relationship between OSL and Factors r p 
Stimulating Experience .49*** <.001 
Rational Decision .04 < .70 
* p <.05 **p <.01 *** p <.001 
Effects of interactive website features on affective responses 
Hypothesis 4a: Individuals will have significantly more pleasure towards the online apparel 
retailer after exposure to interactive website features than before exposure. 
In order to test Hypothesis 4a, ANCOVA and a paired t-test were performed using 
the participant's scores for pleasure before and after exposure to the interactive website 
feature. The results of paired t-test indicated that participants experienced more pleasure 
after exposure to the interactive website feature (t = -4.371,p < .001) (see Table 4.15). 
ANCOVA (analysis of covariance) was conducted in order to examine the effects of the 
interactive website feature on pleasure once variance due to previous experience with the 
Internet and previous attitude towards the brand has been removed. The covariate, previous 
attitude towards the brand, significantly influenced both pleasure and arousal (see Table 
4.16). The results of ANCOV A also indicated that individuals had significantly more 
pleasure towards the online apparel retailer after exposure to interactive website features than 
52 
before exposure. Both paired t-test and ANCOVA showed that individuals had significantly 
more pleasure towards the online apparel retailer after exposure to interactive website 
features than before exposure. Thus, Hypothesis 4a was supported. 
Hypothesis 4b: Individuals will have significantly more arousal towards the online apparel 
retailer after exposure to the interactive website feature than before exposure. 
A paired t-test was performed using participant's scores for arousal before and after 
exposure to the interactive website feature. The arousal scores were also significantly higher 
after exposure to the interactive website feature (t = -7.85, p < .001) (see Table 4.15). In 
comparison, more arousal was induced than pleasure when the interactive website feature 
was offered. Similar to Hypothesis 4a, ANCOV A was conducted in order to examine the 
effects of the interactive website feature on arousal once variance due to previous experience 
with the Internet and previous attitude towards the brand has been removed. The covariate, 
previous attitude towards the brand, significantly influenced arousal (see Table 4.16). The 
results of ANCOV A also indicated that individuals had significantly more arousal towards 
the online apparel retailer after exposure to interactive website features than before exposure. 
Table 4.15 Results of paired t-test for affective responses 
Mean Standard deviation. Difference 
Pleasure A .94 1.65 -.60 B 1.54 1.61 
Arousal A .59 1.46 -.81 B 1.39 1.45 
A: Affective responses before exposure to the interactive website feature 
B: Affective responses after exposure to the interactive website feature 







Table 4.16 Results of ANCOV A for affective responses 
Main effect Covariates 
(Interactive website Previous experience Previous attitude 
feature) with the Internet towards the brand 
df F p df F p df F p 
Pleasure 1 8.19** .005 1 .09 .76 1 39.98*** .001 
Arousal 1 18.93*** .001 1 .001 .98 1 46.44*** .001 
* p <.05 **p <.01 *** p <.001 
Both the paired t-test and ANCOVA showed that the interactive website feature influenced 
arousal significantly. Thus, Hypothesis 4b was clearly supported. 
The effects of an interactive website feature on approach responses 
With respect to the fifth hypothesis, ANCOV A and paired t-tests were run. 
ANCOVA controlled the variance of the independent variables, previous experience with the 
Internet and previous attitude towards the brand, on the dependent variables. 
Hypothesis 5a: Global attitude towards the online apparel retailer will be significantly higher 
after exposure to the interactive website features than before exposure. 
The results of a paired t-test showed that global attitude towards the online retailer 
was significantly higher after exposure to the interactive website feature than before exposure 
(t = -4.55, p < .001) (see Table 4.17). Because significant differences in global attitude were 
found for male and female participants, separate t-tests were run. Paired t-tests showed that 
global attitude towards the online retailer was significantly higher after exposure to the 
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Table 4.17 Results of paired t-test for approach responses 
Interactive Standard Variables Sample website Mean deviation Difference feature 
Male A .17 2.22 
(n = 31) B 1.01 1.91 
Global Female A 1.64 1.55 
attitude (n = 72) B 2.00 1.56 
Total sample A 1.20 1.89 
(n = 103) B 1.70 1.72 
Male A -.41 2.04 
(n = 31) B 0.03 2.23 
Willingness Female A .18 2.07 
to purchase (n = 72) B .66 2.06 
Total sample A .002 2.07 
(n = 103) B .45 2.12 
Male A -.32 2.48 
(n = 31) B 0.00 2.66 
Willingness Female A 1.01 2.32 
to return (n = 72) B 1.49 2.20 
Total sample A .61 2.43 
(n=l03) B 1.04 2.43 
Male A -1.19 2.47 
(n = 31) B - .26 2.76 Willingness Female A .56 2.42 to spend (n = 72) B 1.32 2.26 more time 
Total sample A .02 2.55 
(n = 103) B .84 2.51 
Male A -.15 2.75 
Willingness (n = 31) B .39 2.29 
to go to Female A 1.13 2.22 
bricks-and- (n = 72) B 1.88 1.89 
mortar store Total sample A .75 2.45 
(n=l03) B 1.43 2.12 
A: Approach responses before exposure to the interactive website feature 
B: Approach responses after exposure to the interactive website feature 
















































interactive website feature for both male and female groups (t = -2.84, p < .008; t = -3.96, p < 
.001). For ANCOVA, previous experience with the Internet and previous attitude towards 
the brand were covariates. ANCOV A indicated there was a significant covariate effect of 
previous attitude towards the brand on global attitude (see Table 4.18). The results of 
ANCOV A also indicated that global attitude was significantly higher after exposure to 
interactive website features than before exposure. Thus, Hypothesis 5a was clearly 
supported. 
Hypothesis 5b: Willingness to purchase from the online apparel retailer will be significantly 
higher after exposure to the interactive website feature than before exposure. 
The results of paired t-test indicated that willingness to purchase from the online 
store was significantly higher after exposure to the interactive website feature than before 
exposure (t = -5.0l,p < .001) (see Table 4.17). In light of the significant difference between 
male and female participants for willingness to purchase, paired !-tests showed that 
willingness to purchase was significantly higher after the interactive website feature was 
examined for both males and female groups (t = -2.09,p < .045; t = -4.69,p < .001, 
respectively). However, ANCOV A indicated that willingness to purchase was not 
significantly higher after exposure to the interactive website feature than before exposure, 
showing that both previous experience with the Internet and previous attitude towards the 
brand significantly influenced willingness to purchase (see Table 4.18). In addition, 
ANCOV A was run for male and female participants. For both groups, the interactive website 
feature did not significantly influence willingness to purchase. Thus, even if the result of the 
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Table 4.18 Results of ANCOV A for approach responses 
Global attitude 
Willingness A B to purchase C 
Willingness A 
to return to B 
the site C 
Willingness to 
spend more time 
Willingness to go to 
brocks-and-mortar 
store 
A: Total sample 
B: Male participants 




df F p 
1 5.69* .02 
1 2.98 .09 
1 .74 .39 
1 2.23 .14 
1 2.25 .14 
1 .39 .53 
1 1.96 .16 
1 6.63* .011 
1 5.85* .016 
* p <.05 **p <.01 *** p <.001 
Covariates 
Previous experience Previous attitude 
with the Internet towards the brand 
df F p df F p 
1 .11 .74 1 59.26*** .001 
1 11.89*** .001 1 44.24*** .001 
1 12.86*** .001 1 18.92*** .001 
1 5.74* .02 1 18.60*** .001 
1 2.96 .09 1 84.57*** .001 
1 4.90* .03 1 33.51 *** .001 
1 1.79 .18 1 34.79*** .001 
1 1.52 .22 1 49.71 *** .001 
1 4.40* .04 1 57.54*** .001 
paired t-test indicated the significant influence of interactive website feature on willingness 
to purchase, Hypothesis 5b could not be supported. 
Hypothesis 5c: Willingness to return to the site of the online apparel retailer will be 
significantly higher after exposure to the interactive website feature than before exposure. 
According to results of the paired t-test, willingness to return to the site of the online 
apparel retailer was significantly higher after exposure to the interactive website feature than 
before exposure (t = -3.07, p < .003) (see Table 4.17). Examining male and female 
participants, results indicated that willingness to return to the site for male participants was 
not significantly affected by exposure to the interactive website feature. For female 
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participants, willingness to return to the site was significantly higher after exposure to the 
interactive website feature (t = -3.22,p < .002). However, the result of ANCOVA indicated 
that that willingness to return to the site was not significantly higher after exposure to 
interactive website feature than before exposure (see Table 4.18). In addition, ANCOV A 
was run for male and female participants. For both participants, the interactive website 
feature did not significantly influence willingness to purchase. The results indicated that 
previous attitude towards the brand significantly influenced willingness to purchase. Thus, 
even though the paired !-test indicated a significant influence of the interactive website 
feature on willingness to return to the site, Hypothesis 5c was not supported. 
Hypothesis 5d: Willingness to spend more time shopping on the online apparel retailer will 
be significantly higher after exposure to the interactive website feature than before exposure. 
The results of the paired !-test showed that willingness to spend more time shopping 
on the online retailer was significantly higher after exposure to the interactive website feature 
than before exposure (t = -5.49, p < .001) (see Table 4.17). For both male and female 
participant groups, willingness to spend more time shopping was significantly higher after 
exposure to the interactive website feature than before exposure (t = -3.15,p < .004; t = -
4.48, p < .001, respectively). ANCOV A indicated there was a significant covariate effect of 
previous attitude towards the brand on willingness to spend more time shopping (see Table 
4.18). The results also indicated that willingness to spend more time shopping was 
significantly higher after exposure to interactive website features than before exposure. 
Thus, Hypothesis 5d was supported. 
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Hypothesis Se: Willingness to go to the bricks-and-mortar store will be significantly higher 
after exposure to the interactive website feature than before exposure. 
The paired t-test indicated that willingness to go to a bricks-and-mortar store was 
significantly higher after exposure to the interactive website feature than before exposure (t = 
-S.31,p < .001) (see Table 4.17). However, results indicated that willingness to go to a 
bricks-and-mortar store by male participants was not significantly affected by exposure to the 
interactive website feature. For female participants, willingness to go to a bricks-and-mortar 
store was significantly affected by exposure to the interactive website feature (t = -6.00, p < 
.001). ANCOVA indicated there was a significant covariate effect of previous experience 
with the Internet and previous attitude towards the brand on willingness to go to the bricks-
and-mortar store (see Table 4.18). The results of ANCOV A also indicated that willingness to 
go to a bricks-and-mortar store was significantly higher after exposure to interactive website 
features than before exposure. Thus, Hypothesis Se was supported. 
Pleasure and arousal as mediating variables 
Multiple regression analysis determined whether affective responses (pleasure and 
arousal) were mediating variables in the effect of an interactive website feature on approach 
responses and how well the affective responses predicted approach responses. Standardized 
betas were used to investigate the effects of affective responses on approach responses. 
First, regression analysis with a dummy variable examined whether the interactive 
website feature influenced affective responses (see Table 4.19). A case where the interactive 
website feature was not offered took a value of zero, and a case where the interactive website 
feature was offered took a value of one. Results indicated that the regression equations for 
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each dependent variable, pleasure and arousal, were statistically significant. Thus, the 
interactive website feature influenced pleasure and arousal. 
Second, regression analysis with a dummy variable examined whether the interactive 
website feature influenced approach responses (see Table 4.20). A value of zero represented 
a case where the interactive website feature was not offered and a value of one represented a 
case where the interactive website feature was offered. The interactive website feature was 
found to influence the dependent variables of global attitude, willingness to spend more time 





B: Unstandardized coefficients 
B: Standardized coefficients 




B t p 
.18 2.63** .009 
.27 3.95*** .001 
Table 4.20 Regression analysis for the effect of the interactive website feature on approach 
responses 
Variables R2 
Global attitude .02 
Willingness to .01 purchase 
Willingness to .01 return 
Willingness to .03 spend more time 
Willingness to go 
to bricks-and- .02 
mortar store 
B: Unstandardized coefficients 
B: Standardized coefficients 
* p <.05 **p <.01 *** p <.001 
B B t p 
.56 .15 2.20* .03 
.45 .11 1.54 .13 
.43 .09 1.26 .21 
.82 .16 2.31 * .02 
.68 . 15 2.13* .04 
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shopping, and willingness to go to a bricks-and-mortar store. Willingness to purchases and 
willingness to return to the site were not significantly affected by the interactive website 
feature. 
Hypothesis 6a: Global attitude towards the online apparel retailer will be mediated by 
affective responses (pleasure and arousal) towards the interactive website feature of the 
online apparel retailer. 
The results of the multiple regression analysis indicated that global attitude towards 
the online apparel retailer was mediated by pleasure towards the apparel retailers' website 
(Beta= .59, t = 4.29,p < .001) (see Table 4.21). Thus, pleasure predicted global attitude. 
However, arousal did not play a mediating role in the influence of the interactive website 
feature on approach responses. Thus, the Hypothesis 6a was partially supported. 
Table 4.21 Results of regression analysis of approach responses 
R2 
B 
Global attitude .48 .64 
Willingness to .26 .35 purchase 
Willingness to 
return .25 .56 
Willingness to .24 .35 spend more time 
Willingness to 
go to bricks- .26 .24 
and-mortar store 
B: Unstandardized coefficients 
B: Standardized coefficients 
* p <.05 **p <.01 *** p <.001 
Pleasure 
B t p B 
.59 4.29*** .001 .13 
.27 1.63 .11 .37 
.37 2.23* .03 .24 
.23 1.36 .18 .49 
.19 1.13 .26 .50 
Arousal 
B t p 
.11 .79 .43 
.27 1.55 .12 
.14 .87 .39 
.28 1.71 .09 
.34 2.08* .04 
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Hypothesis 6b: The effect of willingness to purchase from the online apparel retailer will be 
mediated by affective responses (pleasure and arousal) towards the interactive website 
feature of the online apparel retailer. 
The result of multiple regression analysis indicted that willingness to purchase from 
the online retailer was not mediated by pleasure or by arousal towards the apparel retailers' 
website. Thus, Hypothesis 6b was not supported. In addition, willingness to purchase was 
not influenced by the interactive website feature. One reason that willingness to purchase 
was not influenced by the interactive website feature and affective responses might be that 
purchase intention is influenced by rational and affective responses pertaining to the product 
rather than affective responses towards the website. 
Hypothesis 6c: The effect of willingness to return to the site of the online apparel retailer will 
be mediated by affective responses (pleasure and arousal) towards the interactive website 
feature of the online apparel retailer. 
The result of multiple regression indicated that willingness to return to the site of the 
online apparel retailer was influenced by pleasure towards the website (Beta = .3 7, t = 2.23, p 
< .05) (see Table 4.21 ). Arousal did not have an effect on willingness to return to the website 
of the online apparel retailer. However, because the interactive website feature did not 
influence willingness to return to the site, pleasure could not play a mediating role. 
Hypothesis 6c was, therefore, not supported. 
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Hypothesis 6d: The effect of willingness to spend more time shopping the online apparel 
retailer will be mediated by affective responses (pleasure and arousal) towards the interactive 
website feature of online apparel retailer. 
Multiple regression analysis showed that willingness to spend more time shopping the 
online retailer was not mediated by pleasure or arousal towards apparel retailers' websites. 
Neither pleasure nor arousal was found to influence willingness to spend more time shopping 
the online retailer. Thus, Hypothesis 6d was not supported. 
Hypothesis 6e: The effect of willingness to go to the bricks-and-mortar store will be 
mediated by affective responses (pleasure and arousal) towards the interactive website 
feature of the online apparel retailer. 
According to multiple regression analysis, arousal was a significant predictor of 
willingness to go to the bricks-and-mortar store (Beta = .34, t = 2.08, p < .05) whereas 
pleasure was not (see Table 4.21 ). Thus, only arousal worked as a mediating variable here. 
Hypothesis 6e was, therefore, partially supported. 
The results of the regression analyses are presented in Figure 4.1. Pleasure 
influenced global attitude and willingness to return to the site. Arousal influenced 
willingness to go to a bricks-and-mortar store. The proposed model was not fully supported, 







Willingness to purchase 
Willingness to return 
to the site 
Willingness to spend more 
time shopping online 
Willingness to go to the 
bricks-and-mortar store 
Figure 4.1 Results of regression analyses forming a new model between the interactive 
website feature, affective responses, and approach responses 
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CHAPTER 5: DISCUSSION AND IMPLICATIONS 
The purpose of study was to examine 1) whether recreational shopping orientation 
and OSL are related and 2) whether they affect the reasons for trying an interactive website 
feature of an online apparel retailer, 3) the impact of an interactive website feature on 
consumer affective responses (pleasure and arousal) and approach responses (global attitude, 
willingness to purchase, willingness to return to the website, willingness to spend more time 
shopping online than expected, willingness to go to the bricks-and-mortar store), and 4) the 
mediating role of the affective responses on the approach responses. The results of this study 
clearly indicate that recreational shopping orientation and OSL affect the reasons for trying 
an interactive website feature and that these features have an impact on both affective and 
approach responses. The mediating role of affective responses on approach responses is less 
definitive, but evidence does exist pertaining to a number of the approach responses. In this 
chapter, an interpretation of the data is provided. Implications are offered and future research 
is suggested. 
Summary of results 
The results oft-tests indicated differences between males and female participants, 
including for recreational shopping orientation and pre-conceived attitude towards the brand. 
The mean score of female participants for recreational shopping orientation was greater than 
the mean score of male participants. This can be interpreted that female participants were 
more interested in shopping in general and for apparel. This result is consistent with a 
previous study that found females were more likely than males to be recreational shoppers 
(Bellenger & Korgaonkar, 1980). In addition, according to the results oft-tests, there were 
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significant differences between male and female participants in approach response variables 
except willingness to purchase. For most variables, the mean score of female participants 
was greater than that of male participants. More interest in apparel shopping by female 
participants might describe these results. 
Correlation results revealed that there was a positive relationship between OSL and 
the recreational shopping orientation and that both of these independent variables affected the 
reasons for using the interactive website feature. As hypothesized, both recreational 
shopping orientation and OSL were positively correlated with trying an interactive website 
feature of the online apparel retailer because the feature offers a stimulating experience. 
In regards to the second purpose of this study, affective and approach responses were 
measured before and after exposure to an interactive website feature. Then, paired t-tests and 
ANCOV As were conducted. ANCOV As examined and controlled the effect of two 
covariates, previous experience with the Internet and previous attitude towards the brand, on 
affective responses. The first covariate was necessary because heavy users of the Internet 
receive more gratification from using the Internet than do light users (Korgaonkar & Wolin, 
1999). In addition, previous experience with the Internet influenced attitude towards a 
website (Hammond et al., 1998). In regards to the second covariate, preconceived attitude 
towards the brand could influence affective and approach responses towards a store. 
Affective responses were positively influenced by exposure to the interactive website feature 
and, in some cases, to variables used as covariates. Thus, participants had significantly more 
pleasure and arousal after exposure to the interactive website feature. Likewise, some of the 
approach responses were significantly enhanced by exposure to the interactive website 
feature. When the influence of covariates was controlled, global attitude, willingness to 
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spend more time and willingness to go to the bricks-and-mortar store were higher after 
exposure to interactive website features than before exposure. Willingness to purchase and 
willingness to return to the site were not significantly higher after exposure to interactive 
website features than before exposure. 
In regards to the third objective, regression analyses indicated that global attitude was 
mediated by pleasure and willingness to go to a bricks-and-mortar store was mediated by 
arousal towards the website. For other approach response variables, affective response was 
not a significant predictor. 
Discussion 
The overall findings of this study revealed that there was a relationship between OSL 
and the recreational shopping orientation. An individual's OSL is positively correlated with 
level of recreational shopping orientation. Thus, individuals with higher OS Ls have a 
tendency to seek recreational benefits while shopping. This can be interpreted that shopping 
can offer stimulation desired by individuals with high OSLs and this means that interactive 
website features may be used by these individuals to satisfy their needs for stimulation. 
According to the literature (Lohse et al., 2000), convenience-oriented shoppers 
dominate Internet shopping. Online stores and some interactive website features may offer 
convenience that serves the utilitarian purpose of the customer by aiding better evaluation of 
coordination of garments. Based on the results of the present study, these features may also 
trigger and enhance enjoyment of shopping, particularly for the recreational shopper and 
individuals with higher OSLs. In the present study, recreational shopping orientation and 
OSL were significantly related to the use of an interactive website feature for hedonic 
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purposes. The present results suggest that consumers who seek recreational benefits from a 
traditional bricks-and-mortar store and individuals with higher OSLs also seek hedonic 
benefits that come from affective stimulation of the Internet while shopping. The interactive 
website feature on the apparel retail website may have provided recreational shoppers and 
high OSL individuals with desired stimulation and an exciting experience because of its 
novelty and the creativity that can be gained by coordinating tops and bottoms on the screen. 
Thus, interactive website features may enable consumers to create pleasant online 
experiences contributing to the enjoyment and satisfaction anticipated when consumers visit 
the bricks-and-mortar store. 
Participants were more pleased and aroused by the online apparel retailer following 
exposure to the interactive website. These results are consistent with studies regarding the 
effect of the retail store setting on affect of shoppers (Baker et al., 1992; Bellizzi et al., 1983; 
Fiore et al., 2000; Yalch & Sprangenberg, 1990). The interactive website feature had a 
positive impact on affective responses, similar to the impact from the atmosphere ( e.g., 
music, fragrance, and friendliness of sales person) of bricks-and-mortar stores. The present 
results attribute the positive outcomes from the interactive website feature to the stimulation 
from novelty and interactivity, leading these individuals to experience positive feelings. 
In the present study, the interactive website feature influenced approach responses of 
participants. The results of paired t-tests indicated that approach responses (global attitude, 
willingness to purchase, willingness to return to the site, willingness to spend more time 
shopping, and willingness to go to the bricks-and-mortar store) were significantly higher 
after exposure to interactive website features than before exposure. However, the results of 
ANCOV A showed that exposure to the interactive website feature did not significantly 
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influence willingness to purchase and willingness to return to the site once variance from the 
statistically significant covariates, previous attitude towards the brand and previous 
experience with the Internet, was removed. Apparently, the interactive website feature is fun 
and exciting enough to affect attitude towards the website, cause the participant to engage in 
the interactivity of the site for a while, and to pique their curiosity about the product or store 
environment. However, the novelty of the interactive website feature may wear off quickly 
so participants see no need to return, or perhaps willingness to return to the site is due, 
instead, to the preconceived level of liking the brand. In addition, the feature does not seem 
to provide a functional benefit of facilitating the rational decision-making process involved in 
the purchase of the product or to usurp the preconceived notion of the brand. 
The results of multiple regression showed that the interactive website feature 
influenced pleasure and arousal. It also influenced global attitude, willingness to spend more 
time shopping and willingness to go to the bricks-and-mortar store. In addition, global 
attitude was mediated by pleasure towards the interactive website feature of the online 
apparel retailer. The results indicated that the interactive website feature evoked pleasure 
and that pleasure influenced participants' global attitude. This supports Mehrabian and 
Russell's (1974) proposition that a favorable approach response is evoked by positive 
emotions. The interactive website feature triggered a desire to spend more time shopping the 
online retailer, similar to research that found that a favorable store environment led to a 
propensity to linger in a store (Donovan & Rossiter, 1982), but this was not due to affective 
responses towards the website. Perhaps the desire to linger has more to do with the feeling 
towards the product than towards the website, which future research could explore. The 
results of multiple regression also revealed that arousal influenced willingness to go to the 
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bricks-and-mortar store of the online apparel retailer. This finding is consistent with the 
original proposition that an individual explores an environment, an approach response, when 
it offers a positive affective response (Mehrabian & Russell, 1974). 
However, exposure to the interactive website feature did not explain the willingness 
to return to the site. Nevertheless, pleasure (which may have been due to the website and the 
product) influenced participants' willingness to return to the site. The finding supports the 
research of Donovan and Rossiter (1982) which indicated that pleasure influences 
willingness to return to a store. 
Additionally, neither the interactive website feature nor affective responses 
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explained the willingness to purchase. According to Baker et al. (1992), willingness to 
purchase was influenced by emotional states resulting from a pleasant store atmosphere. 
Their finding is not consistent with those of the present study. Willingness to purchase may 
be negatively affected by the artificial setting of the present study, thus it would be difficult 
to measure actual purchase intention. 
Limitations of study 
There are some limitations in this study. 
1. Due to time and financial constraints of the researcher, the sample was limited to students 
in a midwestern university. The sample size (n = 103) is relatively small. Thus, it is 
difficult to extend the generalizability of this study to the general population of Internet 
users. However, the sample is appropriate for this study because it reflects many of the 
demographic characteristics of the Guess online customer. 
2. The recreational shopping orientation scale in this study was designed to measure general 
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shopping orientation while shopping at a traditional bricks-and-mortar store, not on the 
Internet. Internet shoppers are more convenience-oriented (Donthu & Garcia, 1999). 
Thus, the characteristics of the recreational shopper on the Internet might be different from 
recreational shoppers at a bricks-and-mortar store. The finding may not be generalizable 
to the recreational shopper on the Internet. 
3. The stimulus for the experiment was an apparel retailer's website. The findings of this 
study are limited to affective and approach responses to apparel sites and apparel products. 
Interactive website features offered by other Internet retailers not studied here may provide 
different results and more sophisticated features might yield better results. 
4. Because the experiment was done in a computer lab, the participants did not engage in 
actual Internet shopping and was under a time limit. Thus, external validity may be 
affected by the data collection procedures. 
5. The questionnaire provided different results than might be found with non-intrusive 
tracking by computer software. 
Implications for retailers 
Recently, Internet retailing has emerged as an important retail medium for the apparel 
industry. Some apparel retailers are enhancing their online stores by implementing 
interactive website features. This trend is expected to continue. The present study suggests 
that the implementation of interactive website features fosters a more positive evaluation of 
the online apparel store, but that affect (hedonic) response alone does not explain how 
approach responses are enhanced by these features. The utilitarian advantages of these 
features may also contribute to the enhanced approach responses. Thus, online apparel 
71 
retailers should try to improve their store by including interactive website features that 
provide stimulation as well as a practical advantage. Continual change or enhancement of 
the interactive features will help sustain stimulation for the website visitor. In addition, 
various other markets may also consider implementing interactive features that are suitable 
for their products. 
As shown in the present study, interactive website features may not only contribute to 
approach responses towards the online store, but may carry over to the approach responses 
towards the bricks-and-mortar store. This makes it more difficult to accurately measure the 
return on investment of the website. For instance, how does one accurately measure the 
attitude and purchase behavior promoted by the website and its interactive features? Does 
the use of interactive website features prime the consumer to purchase in bricks-and-mortar 
stores and require less assistance from store personnel, thus decreasing operating costs of the 
bricks-and-mortar establishment? These effects of the interactive website feature require 
investigation. 
While shopping, individuals may differ in the types of benefits to which they respond 
favorably. Individual differences of the consumer, recreational shopping orientation and 
OSL, may offer a better understanding of the benefits desired from the website, including 
interactive website features. Fulfilling these goals often promote consumer satisfaction. The 
information obtained regarding personality characteristics may be useful to marketing for 
segmenting purposes. Different types of online stores and features may be developed to suit 
shopping orientation and OS Ls. How one should promote one's site may also be influenced 
by personality characteristics of their target market. Overall, understanding the reasons why 
consumers with different shopping orientations and personality traits use the interactive 
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website features and the role of these features in consumers' affective response and approach 
behavior can aid apparel retailers in marketing more effectively. For example, because 
women are more likely to be recreational shoppers, apparel retailers that target women may 
focus on attracting their customers by adding more interactive features to their online store. 
Recommendations for future research 
Research has investigated affective and approach responses in traditional bricks-and-
mortar stores and found that store environment variables induced pleasure and arousal, as 
well as approach responses. The Internet also has environment variables such as color and 
use of images that affect satisfaction with the website. This line of research has received 
growing attention ( e.g., Gehrke & Turban, 1999; Zhang, Small, Von Dran, & Barcellos, 
1999). The present study establishes a new environment/consumer response connection (i.e., 
between the interactive website feature and consumers' affective and approach responses). 
In order to advance Internet retailing, research on other website features and their interactions 
1s necessary. 
The results of the present study might have been affected by experimenter bias 
created by the experimental design. Participants might have guessed that they should like the 
site more after seeing the interactive website feature and repeated scales. Future studies 
should control for this by asking if they know what the study was testing and also designing a 
study that does not require repeated measures. 
In this study, the relationship between OSL and recreational shopping orientation was 
addressed and effects of the interactive website feature on affective and approach responses 
were investigated. The relationships between combinations of OSL and recreational 
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shopping orientation and consumer responses were not examined. In future studies, these 
relationships should be examined. For instance, a consumer with a high OSL but low 
recreational shopping orientation may not find interactive website features very enjoyable 
because of their connection to shopping. Therefore, it would be interesting to compare 
affective and approach responses of individuals with higher OSLs and individuals with lower 
OSLs, and individuals with different shopping orientations. 
In order to generalize the effect of interactive website features on consumer 
responses, further investigation is needed with a larger sample of the general populations, 
other interactive website features, and other product types. The present study investigated 
how affective responses may influence approach responses with mixed results. Pleasure and 
arousal only influenced some approach responses with no clear pattern. Future research may 
look at the impact of pleasure and arousal on approach responses more carefully with a larger 
sample size and using individual differences as covariates. For instance, the results indicated 
that there were differences between male and female participants in terms of recreational 
shopping orientation and approach responses. Generally, females are more likely to obtain 
hedonic benefits from shopping, which means they enjoy shopping and gain gratification via 
shopping. Thus, in future studies, gender may be a covariate that affects the relationship 
between affective responses and approach responses. 
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APPENDIX A: CONSENT FORM 
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Letter of Consent 
You are invited to participate in a study looking at your evaluation of a website. It 
will take approximately 30 minutes to complete. You may withdraw your consent 
and discontinue your participation in this study at any time. 
All information you provide will remain confidential and will be used for research 
purposes only. Your name will not be associated with the information you provide. 
It will only be identified by a code number. 
Thank you for agreeing to participate. 
Hyun-Jeong Jin, Graduate student 
Department of Textiles and Clothing 
Iowa State University 
Please go on to the next page 
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APPENDIX B: QUESTIONNAIRE 
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General Instructions for the Experiment 
This study is looking at consumers' evaluation of an apparel retailer' web 
site. There are three parts in this questionnaire. Part I looks at your 
general shopping patterns, previous experiences with the Internet, and 
attitudes about an apparel retailer. Part 11 contains questions regarding 
evaluation of a website you will explore. Part Ill taps evaluation of a 
website, your reasons for using a particular feature of a web site, 
general patterns of behavior and background information. 
Please answer Part I first, then read the instruction next to the 
questionnaire Part II. Then, you will browse part of apparel retailer's 
{Guess) web site that is found in your bookmark menu. I will tell you 
when to answer the questions in Part II pertaining to this part of the 
website. 
After the completion of Part II, you will be asked to browse other part of 
apparel retailer's web site and answer questions in Part Ill. 
Please start Part I now. Feel free to ask if you have a question. 
Thank you very much for your time. 
Please go on to the next page 
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Questionnaire (Part I) 
Section 1: Shopping orientations & Internet usage 
Please indicate the extent to which you disagree or agree with each of the following statement. 
strongly disagree 
2. I enjoy traveling to stores and shopping centers. -4 -3 -2 
4. I enjoy learning about products by going to 
stores. 
6. I enjoy browsing through stores with friends. 
8. I enjoy making purchase at stores. 
10. When traveling, I enjoy visiting new 
and interesting shop~. 
12. I enjoy browsing for things even ifl cannot 
buy the item. 
14. I am familiar with the use of the Internet. 
16. I frequently visit Internet retail sites. 
-4 -3 -2 
-4 -3 -2 
-4 -3 -2 
-4 -3 -2 
-4 -3 -2 
-4 -3 -2 
-4 -3 -2 









neither strongly agree 
0 1 2 3 4 
0 1 2 3 4 
0 1 2 3 4 
0 2 3 4 
0 1 2 3 4 
0 1 2 3 4 
0 1 2 3 4 
0 1 2 3 4 
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strongly disagree 
19. I frequently use the Internet for gathering 
information 







neither strongly agree 
-1 0 1 2 3 4 
-1 0 1 2 3 4 
Click here 
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INSTRUCTIONS FOR PART II 
Before you start Part 11, please read the following instructions: 
You can see the web browser, the Internet Explorer opened on your screen. 
Please click "Favorites" on the upper menu bar, scroll down and go to "Guess". 
On the Guess homepage, there will be a bar on the lower left side that says Women" 
or "Men". If you are a female, click "Women" to go to the women's products. If you 
are a male, click "Men" to go to men's products. 
Please go on to the next page 
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Next, click "Tops" or "Bottoms" (Please go to both product groups in either order. 
However, please do not click other links at this time). 
For women For men 
Click here Click here 
Please inform the experimenter when you are ready to start navigating so that she 
can notify you when you should finish navigating (5 minutes after navigation). 
Examine the site as you normally would if you were shopping for clothing. Examine 
the line of products. You can freely browse and view products in the website, but do 
not go out of 'Tops" and "Bottoms" on this website. You will be given 5 minutes for 
browsing. After finishing your navigation, please click "GUESS?" on the top left side, 
and stop browsing. Please do not close the Internet Explorer. 
After finishing your navigation, please go on to the next page and answer the 
questions in Part II. 
Please go on to the next page after browsing 
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Questionnaire (Part II) 
Section 2: Feeling about the online store 
Rate your feelings for each adjective pair after viewing the website. Please circle the number that 
closely matches your feeling about this online store. 
2. Unsatisfied -4 -3 -2 -1 0 1 2 3 4 
4. Unhappy -4 -3 -2 -1 0 1 2 3 4 
6. Sluggish -4 -3 -2 -1 0 1 2 3 4 
8. Bored -4 -3 -2 -1 0 1 2 3 4 
10. Melancholic -1 0 1 2 3 4 
12. Sleepy -4 -3 -2 -1 0 1 2 3 4 
Section 3: Responses towards the online store 
Please answer the following questions in relation to this online store. 
very unfavorable 
2. How favorable is your overall evaluation of -4 -3 -2 
the online store? 
very unwilling 
4. Assuming the products on the website suit your -4 -3 -2 
·~ taste or needs, how willing would you be to 
purchase products from this online apparel 
store? 
Please go on tothe next page 
neither 
-1 0 1 
neither 








2 3 4 
very willing 
2 3 4 
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6. After seeing the website, how likely is it that -4 -3 -2 -1 0 1 2 3 4 
you would visit their real store? 
strongly disagree neither strongly agree 
'\/'1 8. Overall, I really like the online store. -4 -3 -2 -1 0 1 2 3 4 
J 
• \J 10. The likelihood that I would shop on this -4 -3 -2 -1 0 1 2 3 4 
online store is high. 
'0 
12. I would be willing to recommend this online -4 -3 -2 -1 0 1 2 3 4 
store to my friends. 
~ 14. I would visit this online store again. -4 -3 -2 -1 0 1 2 3 4 . 
Please go on to the next page 
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INSTRUCTIONS FOR PART Ill 
Before you start Part 111, please read the following instructions: 
You can see the homepage of Guess opened on your screen. 
On the Guess homepage, there will be a bar on the lower left side that says "Women" or 
"Men". As you did in your first browsing, if you are a female, click "Women" to go to the 
women's products. If you are a male, click "Men" to go to men's products. 
Click here 
Please go on to the next page 
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Now go to the Mix and Match section by clicking "Mix & Match". 
For women For men 
Click here Click here 
Please inform the experimenter when you are ready to start navigating so that she can 
notify you when you should finish navigating (5 minutes after navigation). 
Examine the products and try to mix and match the top and bottom on the site according to 
your taste. You can freely browse and view products in the website, but please do not go 
out of the "Mix & Match" category of website. You will be given 5 minutes for browsing. 
After finishing your navigation, please click "GUESS?" on the top upper left side, and stop 
browsing. 
After finishing navigation, please go on to the next page. Then, answer the questions and 
complete the Part 111 of the questionnaire. 
Please go on to the next page after browsing 
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Questionnaire (Part III) 
Section 4: Feeling about the online store 
Rate your feelings for each adjective pair after viewing the website. Please circle the number that 
closely matches your feeling about this online store. 
2. Unsatisfied -4 -3 -2 -1 0 1 2 3 4 
4. Unhappy -4 -3 -2 -1 0 1 2 3 4 
6. Sluggish -4 -3 -2 -1 0 1 2 3 4 
8. Bored -4 -3 -2 -1 0 1 2 3 4 
10. Melancholic -4 -3 -2 -1 0 1 2 3 4 
12. Sleepy -4 -3 -2 -1 0 1 2 3 4 
Section 5: Responses towards the online store 
Please answer the following questions in relation to this online store. 
very unfavorable 
2. How favorable is your overall evaluation of -4 -3 -2 
the online store? 
very unwilling 
4. Assuming the products on the website suit your -4 -3 -2 
taste or needs, how willing would you be to 
purchase products from this online apparel 
store? 
Please go on tothe next page 
neither 
-1 0 1 
neither 








2 3 4 
very willing 
2 3 4 
6. After seeing the website, how likely is it that 





8. Overall, I really like the online store. -4 -3 -2 
10. The likelihood that I would shop on this 
online store is high. 
12. I would be willing to recommend this online 
store to my friends. 







Please go on to the next page 
-1 0 1 
neither 
-1 0 1 
-1 0 1 
-1 0 1 
-1 0 1 
2 3 4 
strongly agree 
2 3 4 
2 3 4 
2 3 4 
2 3 4 
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Section 6: Reasons to use the website features 
Directions (Section 6) 
Please read the following box that describe the website feature of the online apparel retailers. 
Then, please indicate your opinion about this feature by circling the number that describes 
the extent to which you disagree or agree with each of following statements. 
Currently, online apparel retailers have implemented new features that enable consumers to 
coordinate clothing on the Internet. For instance, as you have seen on the Guess website, you 
can see how tops and bottoms look together before purchasing by clicking and dragging the 
garments together that you would like to try. 
strongly disagree 
2. I would try this feature to help make a better 
decision about the product. 
-4 
4. I would try this feature because it would help me -4 
buy what I really need. 
6. I would try this feature because it would aid me -4 
in finding the item I am looking for. 










Please go on tothe next page 
neither strongly agree 
-1 0 1 2 3 4 
-1 0 2 3 4 
-1 0 2 3 4 
-1 0 2 3 4 
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Section 7: Patterns of behavior 
Permission by the developers to use the scale did not permit the reproduction of the scale in 
this thesis. 
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Section 8: Internet usage and demographics 
Please answer the questions or check the item that best describes yourself. 
1. When did you start using the Internet? 
less than 6 months ago --- ___ 2 - 3 years 
___ 3 - 4 years 
___ over 4 years 
--- 6 - 12 months ago 
___ 1 - 2 years 
2. How much time would you estimate that you use the Internet in a typical week? 
___ 1 hour/week or less ___ 10-19.9 hours/week 
___ 1 -4.9 hours/week ___ 20-39.9 hours/week 
___ 5 - 9 .9 hours/week ___ over 40 hours/week 
3. Have you ever created a W eh page? 
___ Yes ___ No 
4. Have you ever used the Internet for searching product information before purchasing a product/service? 
___ Yes ___ No 
5. If you answered yes to item 4, how many times have you used the Internet to search for information 
during the last 12 months? ____ times 
6. Have you ever used the Internet for buying products? 
___ Yes ___ No 
7. If you answered to item yes 6, how many times have you used the Internet for buying product/services 
during the last 12 months? ____ times 
8. Have you ever used the Internet for buying clothing? 
___ Yes ___ No 
9. If you answered yes to item 8, how many times have you used the Internet for buying clothing 
during the last 12 months? ____ times 
10. Have you ever visited this website before? 
___ Yes ___ No 
11. What is your gender? 
male --- --.,.-







40 and older ---
Please go on to the next page 
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Graduate student ---___ Other (Please specify) ________________ _ 
14. What is your college? 
___ Agriculture 
Business ---___ Design 
Education ---
Liberal Arts and Sciences ---
---Family and Consumer Sciences 
___ Engineering 
---Veterinary Medicine. __ Other (Please specify) ________________ _ 
Thank you for your participation! 
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APPENDIX C: PERMISION TO USE AST II SCALE 
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Albert Mehrabian, Ph.D. 
(,"'\ 4-- 1 t,00 tJ Date: VU\ ~, 
Your are hereby given permission to duplicate the 
v\,ev.-5~ 'S~ ~,'~ l ~~ 
scale for use with participants who you will be testing in your own 
experimental studies. Please note you are not allowed to reproduce 
any items of the scale listed above in any medium for distribution 
to others (e.g., dissertation, journal article, book, computer 
program, any internet-based communications including email or web 
pages, or in any other test or test manual). 
Others in your department or school who may wish to use the scale 
listed above need to contact me at the address below for permission 




IMPORTANT, PLEASE READ THIS SECTION CAREFULLY! 
1130 Al.ta Mesa Road 
Monterey, CA 93940 
Telephone (831) · 649-5710 
Email am@kaaj.com 
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APPENDIX D: HUMAN SUBJECTS APPROVAL 
IOWA STATE Ut~IVERSITY 
OF SCIENCE AND TECHNOLOGY 
DATE: Febmary 27, 2001 
TO: Hyun-Jeong Jin 
FROM: Janell Meldrerr{IRB Administrator 
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Human Subjects Research Office 
221 Beardshear Hall 
Ames, IA 50011 
515/2 94-4566 
FAX: 515/2 94-8000 
RE: "Effects of interactive website features on approach responses towards an online 
apparel retailer" IRB ID 01-404 
TYPE OF APPLICATION: [8J New Project D Continuing Review D Modification 
The project, "Effects of interactive website features on approach responses towards an online apparel 
retailer" has been approved for one year from its IRB approval date February 23, 2001 . University 
policy and Federal regulations ( 45 CFR 46) require that all research involving human subjects be 
reviewed by the Institutional Review Board (IRB) on a continuing basis at intervals appropriate to 
the degree of risk, but at least once per year. 
Any modification of this research project must be submitted to the IRB for prior review and 
approval. Modifications include but are not limited to: changing the protocol or study procedures, 
changing investigators or sponsors ( funding sources), changing the Informed Consent Document, 
an increase in the total number of subjects anticipated, or adding new materials (e.g., letters, 
advertisements, questionnaires). 
You must promptly report any of the following to the IRB: (1) all serious and/or unexpected adverse 
experiences involving risks to subjects or others; and (2) any other unanticipated problems involving 
risks to subjects or others. 
You are expected to make sure that all key personnel who are involved in human subjects research 
complete training prior to their interactions with human subjects. Web based training is available 
from our web site. 
Ten months from the IRB approval, you will receive a letter notifying you that the expiration date is 
approaching. At that time, you will need to fill out a Continuing Review Form and return it to the 
Human Subjects Research Office. If the project is, or will be finished in one year, you will need to 
fill out a Project Closure Form to officially end the project. 
Both of these forms are on the Human Subjects Research Office web site at: 
http:// grants-svr .admin.iastate. edu/VPR/humansubj ects. html. 
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me 
Iowa State University FEB 1 5 2001 
Human Subjects Review Form 
(Please type and use the attached instructions for completing this form) OR f G fNAL 1 
I. Title of Project: Effects of interactive website features on approach responses towards an on line apparel retailer ~ 
2. I agree to provide the proper surveillance of this project to insure that the rights and welfare of the human subjects are 
protected. I will repon any adverse reactions to the committee. Additions to or changes in research procedures after the 
project has been approved will be submitted to the committee for review. I agree that all key personnel involved in 
conducting human subjects research will receive training in the protect~·on of human subj . I agree to request renewal 
of approval for any project continuing more than one year. 
Hyun-Jeone: Jin 2/12/01 
Typed name of principal investigator 
Textiles & Clothing 
Date Signature of principal investigator 
Department 
S72-6342, hvHn®iastate.edu 
Phone number and email 
Buchanan HalJ #6154 
Campus Address 
2a. Principal investigator 
D Facultv D Staff D Postdoctoral 181 Graduate Student D Undergraduate Student 
3. Typed name of co-principal investigator(s) Date Signature of co-principal investigator(s) 
3a. Co-Principal investigator(s) (check all that apply) 
D Faculty D Staff O Postdoctoral O Graduate Student 0 Undergraduate Student 
3b. Typed name of major professor or supervisor Date 
(if not a co-principal investigator) 
Ann Marie Fiore 2/12/01 
4. Typed names of other key personnel who will directly interact with human subjects. 
5. Project (check all that apply) 
0 Research ~ Thesis or dissertation 0 Class project O Independent Study (490. 590, Honors project) 
6. Number of subjects ( complete all that apply) 
#adults.non-students 100-150 # ISU students # minors under 14 
# minors 14-17 
__ # other (explain) 
7 · Status of project submission through Office of Sponsored Programs Administration ( check one) 
0 Has been submitted D Will be submitted [gj Will not be submitted 
7a. Funding Source: Familv and consumer sciences graduate student research fund 
8. Brief description of proposed research involving human subjects: (See instructions, item 8. Use an additional page 
if needed.) (Include one copy of the complete proposal if submitting to a Federal sponsor.) 
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Attached 
9. Informed Consent: D Signed informed consent will be obtained. (Attach a copy of your form.) 
t8J Modified informed consent \\ill be obtained. (See instructions, item 9.) 
JO. Confidentiality of Data: Describe below the methods you will use to ensure the confidentiality of data obtained. (See 
instructions, item I 0.) 
No personal identifiers will be used in the data collection process. The questionnaires will be coded using nwnbers for 
analyzing data. All information participants provide v.ill remain confidential and used for research purpose only. Names 
of paticipants will not be associated ·with reported reponses in any way. . 
11. Will subjects in the research be placed at risk or incur discomfort? Describe any risks to the subjects and precautions 
that will be taken to minimize them. (The concept of risk goes beyond physical risk and includes risks to subjects' 
dignity and self-respect as well as psychological or emotional risk. See instructions, item 11.) 
No physical or mental discomfort is expected to occur during the dat.a collection procedure. 
12. CHECK ALL of the following that apply to your research: 
DA. Medical clearance necessary before subjects can participate 
0 B. Administration of substances (foods. drugs, etc.) to subjects 
D C. Physical exercise or conditioning for subjects 
DD. Samples (blood, tissue, etc.) from'subjects 
D E. Administration of infectious a2ents or recombinant DNA 
D F. Application of external stimuli 
D G. Application of noxious or potentially noxious stimuli 
DH. De~eption of subjects 
D I. Subjects under 14 years 'lf age and/or 
D Subjects 14-17 years of age 
0 1: Subjects in institutions (nursing homes. 
mental health facilities. prisons, etc.) 
D K. Pregnant women 
D L. Research must be approved by another 
institution or agency (attach letters of approval) 
If you checked any of the items in 12. please complete the following in the space below (include any attachments): 
l terns A-G Describe the procedures and note the proposed safety precautions. 
I terns D-E The principal investigator should send a copy of this form to Em·ironmental Health and Safety. 118 Agronomy 
Lab for review. 
I tern H Describ~ how subjects will be deceived; justify the deception; indicate the debriefing procedure. including the 
timing and information to be·presented to subjects. 
I tern I For subjects ~nder the age of 14. indicate how informed consent will be obtained from parents or legally 
authorized representatives as well as from subjects. 
l terns J-K Explain \\'hat actions would be taken to insure minimal risk. 
ltemL 
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Specify the agency or institution that must approve the project If subjects in any outside agency or institution 
are involved, approval must be obtained prior to beginning the research, and the letter of approval should be 
filed. 
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Iowa State University Human Subjects Review Form ------------------, 
OFFICE USE ONLY 
EXPEDITED __ FULL COMMITTEE __ 10# __ _ 
PI Name Title 
Checklist for Attachments 
The following are attached (please check): 
13. 181 Letter or written statement to subjects indicating clearly: 
a) the purpose of the research 
b) the use of any identifier codes (names, #'s), how they will be used, and when they will be removed (see item 18) 
c) an estimate of time needed for participation in the research 
d) if applicable, the location of the research activity 
c) how you will ensure confidentiality 
f) in a longitudinal study, when and how you will contact subjects later 
g) that participation is voluntary; nonparticipation will not affect evaluations of the subject 
14. DA copyoftbe consent form(ifapplicable) 
15. 0 Letter of approval for research from cooperating organizations or institutions (if applicable) 
16. 181 Data-gathering instruments 
17. Anticipated dates for contact with subjects: 
First contact 
February 25, 2001 
Month/DayN ear 
Last contact 
March 31, 2001 
Month/DayN car 
18. If applicable: anticipated date that identifiers will be removed from completed survey instruments and/or 
audio or visual tapes will be erased: 




Deparnnent or Administrative Unit 
Textiles & Clothing 
0 Project approved 0 Pending Further Re\'iew ___ _ D Project not approved 
Date Date 
0 No action required ----
Date 
21. Follow-up action by the IRB: 
Project approved D Project not approved ___ _ Project not resubmitted ___ _ 
Date Date 
Patricia M. Keith 
Name of IRB Chairperson Appr9val Date Signature of IRB Chairperson 
7. Hnet description or research 
Purpose 
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\Vhereas sales volume of Internet retailing is increasing exponentially, a large 
number of Internet retailers are challenged to make a profit. One issue negatively 
affecting Internet purchases is access to the product's sensory. Consumers are unable to 
physically examine and try on apparel to judge appearance and fit before purchasing. 
Online apparel retailers have offered interactive web site features in an effort to meet 
these challenges. For instance, some retailers offer a "mix and match0 feature that 
enables one to coordinate an apparel ensemble on the Internet. These features may assist 
the consumer in making decisions about the products' acceptability. However, I have 
found no research that examines the effects of these interactive web site features towards 
consumer behavior. In addition, personality characteristics may influence the 
effectiveness of these web site features on consumer responses. 
The purpose of study is twofold. First, this study will begin to examine the impact 
of such interactive web site features on respondents' affective (pleasure and arousal) 
responses and approach behavior (global attitude .. purchase intention, willingness to 
return to the web site). Second, this study will examine whether a person's shopping 
orientation and Optimum Stimulation Level affect reasons for trying new interactive web 
site features of online apparel retailers. 
Method 
.Aul apparel retailer's web site that has both the common product interface and the 
'"mix and match~' interactive web site feature is selected as the stimulus. Subjects will be 
asked to visit the site on a computer and to fill out a questionnaire. The questionnaire will 
measure: Internet usage. attitude towards online store. approach responses, reasons to use 
the interactiYe web site feature, shopping orientations. Optimum Stimulation Level .. and 
demographic characteristics. Both Likert-type and semantic differential scales are 
included in the questionnaire. 
Students at Iowa State lini'"ersity will be recruited from undergraduate courses 
offered by the department of Textiles and Clothing. Student will be informed that an 
experiment will be conducted and that participants in the experiment will receive extra 
course credit for joining the experiment. A sign-up sheet will be distributed and student 
will sign up ,·oluntarily for the research during the class. Collection of data wilhake 
place outside of class time and students will receive credit even if they do not complete 
the entire survey. 
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